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Who’s Who ez What’s What 


IN 


Bartlett T. Miller 


AS NEWLY APPOINTED HEAD of A. T. & T.’s 
Merchandi mig Depart 
Mitten bring 


rd of what place that 


new ly orvaniZze d 


ment, Bartiertr 1 


to our 
reader iuthentic we 
indeed, the whole met 


expected to 


department ind 
chandising activity, may be 
hold in the Bell System 
Mr. Miller is no 
for until a 


cheme of things 
tranger to this MAGAZINE 
last Feb 
ruary 1 he had been in charge of the A. 
& T. Public Relation 


therefore re 


however recently a 
Ly partment, a id 


ponsible—nominally, at least 


I 

for its public ition Ju 
tributed to th ‘ pare . hi 
Horne 


lelephone Communication in a New Era 


ta year ivo he con 
Serving a Na 
before that 


tion of lowns and 


THIS 


ISSUE 


ind “The 
tions Conterence of 1947.” Hi 


International Telecommunica- 


present con 
tribution is based on a talk he gave at the 
Operating Vice Presidents Conference last 
February. 
Beginning his Bell System experience 
lele- 


mpany mn 1910, 


later to the New 


vith what is now the Mountain States 
phone and Telegi iph CX 
Mr. Miller moved 19 year 
England Tel phon ind Telegs iph Com- 
New England 


tip rvisor in 


pany and service In Variou 
tate W hile 


soston, he was appoint d Commercial De- 


general traffic 


partment division manager for Rhode Is- 
land 
ager at the company s headquarters He 
was elected Vice Pre: 


and then general commercial man- 


ident in charge of 


S. Whitney Landon 





Who's Who & 


iH Randolph Maddox 


Public Relation 
came Vice President and General Manager 
of the New England Company. He moved 
to New an 
assistant vice pre ident in the O. & E. De 
partment 


in 1944, and in 1945 be 


York in 1946, when he became 


and the following vear he 
elected Vice 


Line 


was 
President in charge of Long 
He returned to the headquarters o1 


ganization and in sumed 


the Public 
he has 


in 1949 1950 a 
Relations re pon ibility which 


just now re linquished 


the A. T. & T. Co. §S 
charged with many 


He iW 


Way he 


As SECRETARY) 
Wuirney L 
duties to the comp 
broadly he regards thoss 
jud red trom the vie wpoint he ¢ xpounds in 
this issue with the Western 


26 prece ded an 


of 
ANDON 1 
h ire OWDCT 


inh 


duties 


Three years 
Electric ( ompany—1g2 
ght 


) 


year period as 
in Ne York City 
returned to the Bell System as 
in the Legal Department of A. T. & T. Co 


a practicing lawyer 
and in 1934 Mr. Landon 


an attorney 


What's What 


In 1937 he became General Attorney of the 
Long Lines Department, remaining there 
until In that year he transferred to 
the Secretary's Department at A. T. & T. a 


1951 


assistant vice pre sident and assistant secre 


tary, prior to his election as secretary in 


1952. He was appointed Assistant to Pres 
ident at the same time 

[TWENTY-SIX YEARS AFTER H. RANDOLPH 
Mappox joined the Che sapeake and Po 
tomac 


I lephone Company ith Washing 


ton, in 1921, he became President of the 


Chesap ake and Potomac I le phone Com 


panies—the four units which render tele 
phone service in Maryland, the District of 

Virginia West 
of titles held disclose: 
many beginning with the word “Commer 
cial” and including such specifics as “Divi 
“Sales 


“Man 


Columbia and Virginia 


Analysis “ good 


sion, “Engineer, “Supe rvisor 


and a succession of “General” and 
during the first 20 years. Then come 
the “V. P.s”: with “Gen'l. Mgr with 
Sec’y. & Treas.,” with “Pub. Rels.” It's a 
widely diversified list which leads to “Pres 
Then, the first of last year, Mr. Maddox left 
Washington for New York and a new job as 
A. T. & Tes Vice of 
Personnel Relation: 


ave! 


President in charge 


SINCI 1452 W 
has been a member of A. T. & 1 


COCGSWELI 


Public 


JULY OF 


Continued on pa 


John W Cr swell 
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e% pl are interested in our service This tele phone display at an industrial and construction 


exhibit attracted 65,000 visitors 





The new A. T. &> T. Department will advise and assist 


the Associated ( ‘ompanies on matters pertaining to 


marketing of all Bell System services 


MERCHANDISING: WHAT IT 
MEANS FOR OUR BUSINESS 


e President 


As | REVIEW THE ACCOMPLISHMENTS of the 


Bell Sy since the war, | 


truly 


tem ¢ ompani 


neve CeuAs to bye ( how 


AC ited at 


amazing they 


We have 
dollar 

We have 
more than 
of cable 

We have installed 
million tele 


Ven and al h ilf billion 


raise { 


manufactured and installed 


OU) billion conductor feet 


between ind bo 
phone for a 
million 
We have employed ind trained 
fora 


Vill of 


200 000 


lded 69,000 ( hy inane | rile 


th Tne twork 
| 


eared 


cl ilmost ever 


] 
million POeCCTY 


And with it all, we 


ind thror hy the rt rulator COrmitiil 


mproved the 
imp 1 th 


ecured rute mcrease wnountin Oneal 


i billion dollar And today we are earning 


oul divide nd and building up the urplu 


ct mpli hi great thing 


MILLER 


MERCHANDISING, A. T 


notwithstanding the tremendous 


hares. It is truly a remarkable 


pel hare 
Mmcrease ith 
performance 
been rc 


Phe IN po ible couldn't have 


pe ited from year to year if we had at any 


time been content to rest on our oat but 
almost a 
tackled 
new tnagination 


But | think, in 
that tha phy ¢ il ol thy 


it seem if each year the prob 


lems were vith new vigor, new en 
thusiasm 
ill justice ve ould say 
mechanical or the 
technical progre in Our busine hia pel 
hap out tripped the human or administra 
e side of the busing 

unple we arent et entirely 
body the kind of service 
he want vhen and where he wants it et 


neo bloc k 


icToO the « 


technically there j Pechnic 


ve can dial ountry and the mia 


vill find an individual number on the 


nds. Techni 


i television program 


tor pr rect reception it 
tant end lechnicall ve cun ae 


with the transistor 
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The plac e of colored tele phone 


» in modern living is demonstrated to « mployees 


by a noted interior decorator 


and with silicon. So, technically, we can do 
a lot of things 

There have been and will continue to be 
of course, a variety of administrative prob- 
lems—such as raising rates to reasonable 
levels, raising new money, expanding our 
manufacturing capac ity, earning a reason 
able return; but we must recognize that 
those which involve 


While I don't 


some oft these 


there are others too 
the customer and his service 
feel that our failure to solve 


customer problems has yet done material 
damage to our standing with the public 
I'm quite sure that we cannot much longer 
continue as we now are without damage 
to us. 

In addition, we might also find, if we 


took much more time to get on top of these 


problems that we might be too late to 


6 


enjoy the fruits of our present economic 
boom. Some of us may still think we should 
go slowly and not get caught in the next 
depression as we did in the last. I 
testify that those of us 
th slump of the ‘30s did get 


fright 


can 
who went through 
i tremendous 
but we are in a different era now. 
“as We I] as 
greater de pe ndence on 


might to a de 


\ new philosophy ot economics 
politics plus the 
tod i\ 


communications gree 


cushion our decline—and certainly our 


problem will be no different from most 
others who must merchandise their prod- 


uct 


Reasons for Merchandisin Departme nt 


BEEN in the back 
decided to 


| THINK THA1 
of Mr. Craig's mind when he 
establish a Merchandising Ds partment at 


MAY HAVI 
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I mploye s see the 


the poli y level. I know that he feels that 


all of us pe rhaps need to lift our vie wpoints 
and I think he 
le vel 


whi h cut across 


somewhat wanted this at 


because the activities 


the poli y 
this merchandising con 
cept are found in practically every de part 
ment 

They are it the 
the Western Electric Company 
found in the Public 


with advertising and public 


found Laboratories and 


They are telations 
Departn nt 
information 

They are found in the Accounting De 
partment through our billing procedures 

They are found in the Financial Depart 
ment in the need for capital to supply what 
the customer want 

The \ re 
Operating Departments—in 


in Plant, in Traffic. 


found in great measure in the 


Engine cring 


yarn displays and get the 


same messave as the and earlier 


public 


I think it could be 


Tif arly 


tid that Commercial 
been on a merch incising 


it has 


has riore 


ba is fora good many yea hee tise 


had to meet the public on all these ques 
tions—and today is certainly active in sell 
ve don't have 


tate 


cant sell what 
nor should they find themselves in the 
where they sell only that which we 
lett 

We must reinforce our policy 


my But th \ 
have 


to provide 


facilitic equipine nt and service to meet 


the custome want ind need 


perhaps 
to the point where we can create wants and 
need rather than to be wholl on the ba l 


ot cle mand 


VW hat the Dutis Are 


PERHAPS IT WOULD BE WELL to outline and 


interpret the duties and respon ibilities of 


the Merchandising Ds partment as defined 





by Mr. Craig and a approved by the Board 
of Directors of the A. T. & T. ¢ ompany 

The de partment is ¢ tablished to advise 
and assist the compan not to direct the 


activitte but to advise and assist—to the 


end that the sand needs 


are anticipate d and fully satisfied.” We can 


‘customers desire 


must 


that 


to mean that we 
work toward that a 
desires and needs 


atisfied 


only interpret thi 
our objective 


are anti Ipate d and fully 


Now it} pe rte ( thy obvious that thi: cant 
happen over night, because we have. of 


necessity, been engineering our p! int for 


the last ten vears with narrow margins both 


and inside ind it may take some 


vork into the pl inta 


outside 
time to intelligently 
sufficient amount of cable and central office 
and fully 
customers desires and needs. Because it 


will take it would com th it it is not 
now too early to start thinking about it and 


equipn nt to anti Ipate satisfy 


tire 


and building lobbies 


with what we can oer 


bi play im publi ones 
ah quaint customer 


thie o add » the value and u 


‘ fral rv b) of 


out ereices 
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planning it. There is much for us all to do 
to make our plan ind our estimates in 
plant, facilities, men, and money to meet 
that objective. 

broken 
down into three categori Market Re 
Marketing Methods and Tech 


and Facilitic ind Instrumental 


The broad respon ibilitic ire 


scare h 
nique S 


ities 


Market Re earch 
| THINK WE CAN BE of istance in develop- 


ing technique ; determine 


i 


HH 
iy 


WH 


H 





Merchandising 


markets—markets for existing services and 
markets for We think, too 
that it would be he Ipful if we could get 
together 


new 


SCTVICE 
information concerning existing 
and habits 

What causes a 
to increase his use 


part, the 


customers usage 
customer! 
of the 
location of the 


progres 
service? Is 
instrument? Is it 
freedom from interference? Is it wholly a 
question of income or a cir le of friend 
If we knew, it probably would be impor 
thei 


of them 


isting those who now use 


to make 
and the greater the use, the more indispen 
sable the service 

This run ate 
with re 


tant in as 
services | greater use 
become 

mul of 
pect to calling rates in flat 
but | believe if you will think 
the matter through you will agree that we 
ought to do all the 


may some of our con 


cepts 


rate offices 


know how to 
learn to do, in flat 
cities, to get 


thing we 


do ind some we may 


rate citi or message rate 
people to depend on the te lephone to 
make it a habit. I think we might find—al 
though I am not trying to anticipate the 
laboratory work—that a 


results of such 


comparative ly heavy use of the service for 
local purposes almost invariably precedes 
a heavier use 


In other word 


for long distance purpose 
using a telephone is a habit 
and the one best way to start to develop the 
habit is on the nearby local calls 

want also to get information on 


and Thee d 


Then we 
customers want in relation to 
markets. We are making headway in this 
direction through the many thousands of 
which the 
but I believe 


other approach that might 


contact Commercial peopl 


i 


have there is also room for 


some more 


nearly represent depth interview The 
rates for new service 


upon the cost ot the { ic ilitic ’ ind 


cle pe nda great deal 

iat 

facturing costs depend a great deal on vol 
I 


ume, and if we could determine initially 


What It Means for Our Business 


the total market for such a facility—as. for 
instance, the hands-free tel phone and it 


deve loped to be a mass market, it might 


have some influence on the rat and 


charge s. Market Research also anti Ipate s 
Corie tudy iS to the 


ke ting 


‘ {te ctiveness of mar 
| 


anda s 


advertising iles activities 


Marke ting Mi thr d and Technique § 


UNDER and 


Marketing Methods Tech- 
niques it is our hope that we may be able 
through study of outside methods and per 
haps the use 


trate 


of out icle consult ints, to ini 


Ore merchandising 


ind cle ve lop 


i ind technique s. There are some con 
cerns that believe that the di play is the 
key to an aggressive sales There 


who think price concessions are 


activity 
are others 
a boon to sales activities. Pe rhaps we can 
who have had to make 

field things that 


fic ld but We dont 


learn from those 
their living in thi 


iva 


would 


crue 


hie Ip ul 


here propose to be racic il or too experi 


mental 
We would « xpect to advise and assist, if 


it were ck i! ible or nec iy 


in deve lop 
ing coordinated 
of all markets for service ind 


Spe iking Votre rally 


plan for the promotion 
facilitic 
ould 


th it w hi Ih ¢ ontronte dl with LCOnVETSION, a 


here it ecm 


vell consider 
build 


vith the idea 


dial cutover, you might very 
doing icomplet: job of engineering 
ng elling and converting 
that a few pilot towns in cach territory as 
models would 


objective ind ¢ tinate , of 


example Ol objecti ( or 


assist in setting 
future plan 

I would he 
take to provide i iffic 
ic plant ind central office 


itate to i hi \ long it might 


It nt ittie unt ol out 


equiprine nt to 


eliminate all four party service ind to geta 


minimum dey 


elopment of one part inn the 


neighborhood ot iv 4O per cent but it 


would ce rtainly 


eem that each company 





vt 
MAN TRAVEL so 


FAR FOR $0 LITTLE 
by l ong Distance 


a, Ion 








‘Guess the Cost” of Long Distance call 


should have one or two places in which 
they have done a complete job to indicate 
what the possibilities are. 

Of course, in this sort of planning the 
known developments in the Laboratories 
may be tempting, and it may be the in 
clination to postpone any thorough-going 
merchandising effort which would involve 
the building of pl int, in anticipation of get 
ting a che iper pl int at some later date; but 
| believe that that idea should be tempered 
with considerable pre judice in favor of the 
customer now. Our plant and facilities ill 
always be improving through research and 
deve lopme nt, and the new things never 
come fast enough, so we shouldnt post 
pone giving customers today the best we 
know how today by waiting for the newest 


thing some time in the future 


10 

















is a popular feature at ‘ope n houses 


The other item in Marketing Methods 
and Techniques involves assisting in de 
veloping coordinated plans for advertising 
display, and other promotional activities 
associated with specific sales activities. I 
think there is no problem here if there is 
general agreement that specific sales activ 
ithe uch as non-user Canvasses special 
regrade Canvasses sper ial extension can 
vasses, etc.—are backed up with appropri 
ate advertising, display, or other promo 
tional activities. This merely suggests plan 
ning pl inning in such a way that all of the 
known aids are centered on the particular 
ictivity in order to get the greatest value 


from the effort. 


Fac ilitic § and Instrume ntalitic 4 


Unper Facilities and Instrumentalities, the 
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item of assisting in coérdinating merchan 
dising plans with engineering, construc 
tion production and sales programs 1s 
really intended to cover the more general 
activities, coming back perhaps to the 
thought of planning, so that 
ind 


gently and in an orderly way. 


all de part 


ments participate contribute intelli 


In the enthusiasm to get going, confusion 
can be avoide d only whe rh We know It) id 


vance what is to be done and how it is 


going to be done. We may possibly be of 
some help in the que tion of estimates 


the 


pal 
This 


might be « pecially true if we are success 


ticularly on long-range basis 


ful in our research work in determining 


markets for existing and new services, and 


I think it is « peci illy important involving 
; where tooling up by Western 


That is, of itself, a 


new faciliti« 


Electric is necessary 


Means for Our Business 


slow process and, when estimated require- 
there is of the field 
people getting frustrated before Western 
can really get into produc tion 


We will do what 


ments miss danger 


we can to stimulate 


studies of the Im pac t of pec il projec ts on 


earnings, recognizing of course that this is 


only one of the considerations influen ing 


a decision a to the 


he 


mh rnhy Op tran iF 


merit or worth of such 


rojects Commercial eople have 
proj peo] 


rood judg 
for 


ot serv 


used tititi ually 


| 


ment in recommending 


tacilitic 


rnew rate new 
taking into account value 


ce ind customer 
I feel sure that ad 


herence to these principle ult in 


potential de velopment 
needs as well as cost 
will re 
a sound pricing tructure 

And then we shall try to maintain a 
with the I 


W ith thi 


suffi 
with 


0 that 


ihoratori 


O.& 


li son 


We 


cient 


the tern, and 


Another “open house” group looks at tele phone « quipment 


eT 


a) ae >. j 
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MODERN 


FOR MODERN LIVING 





The modern theme is stres 


will be reflected 
well as in quantita 
Avain, I think the Lab 
oratories have don a wonderful job in that 
They have used the best avail 
on ce ind I think they 


an eXce ption illy 


merchandising influence 
in functional design a 


tive re (juirenn nt 


connection 
abl 


have 


advice iVvninYg 


don good job it 
housing components so that together we 
get a rather pleasing effect in the finished 
facility. Surely this can be 
less board, the 
th 


other 


said ot the cord 
the mobile tele 


; S00 set 


phon new #100 key equipment and 


rans items, and | find a very con 


scious desire on the part of the Labora 
tori § peopl to cle velop modern style 
And 


ability 


as a final item to «¢ xp dite avail 


| wont try to « \plain what that 


means beyond saving we may have to 


hurry up sometimes. At the moment | dont 


ed ata 


Better Homes exhibit 


know how to accomplish it—but | have the 
feeling that a way will be found 
Summary 


I think it can be said that the 
Merchandising De parti nt was 


IN SUMMARY 
created 
for the purpose of advising and assisting in 
every Way possible all cle partie nts and all 
Companies in developing and executing a 
business to 
this 
direction. We expect this activity will help 


merchandising conce pt of thi 


draw together the various efforts in 


our earnings proble m, CXxce pt ot course, in 


those CUSeS where charge Ss ure bye low rea 


sOn ible le ve ls 
ful merchan 


kind of 


ind with sound 


succes 


It is « xpected that 


dising efforts will give the user the 


service he wants and need 


operations and proper pricing produce 





ufficic 
You h 


phone 


nt reve 
ive onk 


tod i‘ 


Ver handising What It 


Soi planning for ade quate 


nues for a healthy busine 
to reflect that we have tel 
in 2 million home | ight 


een million of these are party line And in 


rn 
home 
housel 
vear (1 
tf wh 

1S¢ 
urel 
ind hn 


roots) 


I 
rine ire it le ts million 


s 


million kitchens, 27% million 
Add to this the nine million 


whi hy have no service ind th new 


iold vhich ir¢ being formed every 


yow at the rate of Soo.o00 a vear il] 


Th old 
rs ot 
vou ha 


lic ( t} 


marketing it 


move 


into the 


ind new ire potential regu 


long di tance Do thi ind 


( in exciting market I hope 


iat we can he Ip in deve lop 


1' that {)-¢ illed competi 
faced vith the probl n ol 
product is never hesitant to 


field we proke ss to serve 


\feans for Ow Business 


ercices in neu home 


Mavhe you have cot the 1QG55 
Ne VA Product ind Ni \A Sale cle i It 


edition of 


describe product to upplant or to up 


plement telephone facilities and service 
ranging from home intercom systems to 
automatic dialers to telephone book covers 
How will the Merchandising Depart 
ment affect your de partment or your opera 
tions? So far as | am concerned, our aim is 
to interfere in no wa vith any existing 
operations. Most of the promotional work 
in this busine must be done by the Op 
erating people unc the have already 
taken hold and de eloped thi new concept 
vith enthusiasm. Last year I visited almost 
every Company, and sé eral areas in many 
( omparnie ind nowhere did I find a lack 
of interest—but rather an eagerne to take 


on a part of the re sponsibilities for the 


13 
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Nothing 
to disturb that enthusiasm 


wuld he dom 


promotional side of this busine 
hould be don 
ind everything shi to encour 
ige it 

I think 


pl nadid proke 


the Commercial people have a 
ization 

Phis 
also is true of the directory sales work. And 
ed at the rapidity 


hich the Plant peo 


' 
onal elling ory 


and they are doing a good ile job 
I am quite imnipre and 
thy thoror rhirne vith wv 
ple have take ti id intave ot their Oppo! 

Traffic 


t and initiative. It 


tunities to sell. The people too 


have hown their intere 


seems as if all de} irtinent have been 
awaiting the day when they could actively 
bu tie 


Merchandi ing De partie nt 


activiti and will 


promot thi 
We ith the 


oive 


upport to thr ‘ 


continue to so tar a 


we can. We will pro 
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vide advice and assistance in the over-all, 
and we hope that you will make use of such 


taff assistance as is set up both here in 


New York and in your ( ompany We want 


to kee pP the merchandising conce pt before 


ill departments of the organization and 


before the public and we hould expect to 
issist with merchandising ideas. As I said 
we propose to consult those outside ou 
mized experts in this 


hall profit 


bu 1ness who are reco 


field, and I have hope 
from such consultation. We 


that we 
hall continue 
to do whatever is possible to promote the 
idea that merchandising is not just a new 
Merchandising should be 
and I think 


more and more pe ople are acct pting it as 


word tor sales 


the philosophy of the busin 


ti h 


] 


Che Laboratories is merchandising when 


appear on a T\ science 
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@ NEW LOOK for an OLD FRIEND! 





..- PLUS extra conveniences we're making for Bell telephone users! 
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This two page Western Electric advertisement in national mavazines last Winter 


empha ime color 


it incorporate s the functional with de sign goods and service I have no ippre hension 
so as to make the facility pleasing in ap about our ability to sell anything that 
pearance introduced for the public use, but | do 
Western i, merchandising when it meets — have some apprehension that we may not 
estimated requirements for instrumental be able to anticipate customers’ wishes and 
ities and facilitic and on schedule needs and make available the faciliti 
Phe Financial peopl are merchandising with which to itisty those vishe ind 
when they find ways to raise the additional needs. But even beyond this, we must be 
money necessary to ¢ xpand a sales pro looking forward to stimulate new wants for 
gram. our service For example, | think there 
The Engineering, Plant, Traffic ind are things to be done in residence intercom 
Commercial peopl ire. merchandising — systems and rural services, including inter 
vhen their estimates of required facilitic communicating systems and busine ery 
reflect actually what the customer will ices yet to come. This is one of the areas in 
vant when he will want it. Then they are which I believe the Merchandising De 
thinking of the customer, of ple asing him partment can be useful 
of providing him with the best service But whatever the Merchandising De 
within our power! to provide partine nt ma ub equ ntly contribute, it 
Sales is the concrete expression of that vill be offered only to assist. and not to 
philosophy in the effort to market ow compl ite, the Operating Departments 
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not be possible to avoid project like this be accepted with objec 


opinion but | hope 


ictiviti It may 
tivity and sympathy on the part of those 


colin difference ot 
dealings with it, and it is 


who may have 
doubly the re sponsibility of the new de 
through tactful 


that if earnest, enthusiastic 


ou will igre’ 
peopl ire working toward common ob 


partie nt to seek always 


en functional differences can be 
and cooperative effort, the objec- 


ject cy 


mean 


OVCTCOTINM 
It is necessary, of course, that a new tives which it was set up to accomplish. 


Wen 2 


~ — 
= “—— ~— 
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Every contact with a share owner gives opportunity 


to demonstrate the management's interest in him and 


its regard for the welfare of his investment 


EARNING THE FRIENDSHIP 
OF THE OWNERS OF ALT. & TL. 


S. WHITNEY 


LANDON 


Secretary AMERICAN TELEPHONE AND TELEGRAPH COMPANY 


DH IIME HAS LONG SINCE PASSED when 


there was any question whether good 
worth working 
knows that they are 
Phe question today is 


do to toster this essen 


share-owner relations were 


for Today everyone 
they are a “must 
what more can we 
tial of modern corporate succes 


The share 


whe n he buy ; 


owner starts out as our friend 


his stock 
stay that way, it is 


and if he does not 
our own fault. That he 
stay friendly i important not only to us in 
the company but to everyone in America 


Stockholders are the owners of this great 


industrial machine which is America’s 


strength and salvation, in both peace and 
war. What could be more important than 
that cordial and friendly based 
on mutual understanding and confidence 


should exist 


relations 


between these who 


> and tho ( 


pt ople 
who work for 


own the busine 
them and manage thei: properties 

When the War ended, in 1945, the Amer 
ican iv le phone and le le graph Company 


had about 680,000 share owners. From then 


until 1951 our share-owner family grew to 


added 


the numb rotour 


1,000,000 and since 1951 we have 


Thus 
share owners has approximately doubled 


War 


over 50 


, > WOO) THOT 


while our number of shares 


than doubled 


Since the 


has a little more Chis means 


that more owners rather than bigger own 


Note: In the issue of this Magazine for 
Summer 1950 appeared an article entitled 
“Here are the People W ho Own This Busi- 
nes u hic h di cribe d and pr tured more 
than a dozen typical share owners 


of the 


from 


coast to coast. Indicative fact that 


our average share owner buys for long- 
term investment are the findings of a recent 
check that all but one of these pe ople are 
AF. Oo till—nearly fiwe 


s later 


share OUneTs 


and that several have increased 


their holdings 


Ve ar 
It seems hi thly appropriate 
to illustrate the present artic le by re print- 


ing the pu tures of 


f some of the e same share 


owners in the following pages. Enrron 





SHAREHOLDERS BY SELECTED SHAREHOLDINGS 


(as of Dec. 31, 1954) 


SHAREHOLDING NUMBER OF HOLDERS (THOUSANDS) 
GROUP 0 40 60 80 


SHARE 
SHARES 
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ers have supplied our large post-war addi 
tions to equity capital—about four billion 
dollars. 

Typically, our owner is a small investor 
The holding of 


share owners 18 


average individual 


At the end ot 


1954 bhb.000 pe rsons OWT d one share 7S 


our 


50 sh ire’s 


000 owned two shares 


and 


the 


72.000 OWT d five 


share ten 


100.000 owned shares 


These are four largest share 


OW]! 

from some 
state in the 
Hawaii | 


and 
During 1954 


group Our share owners come 


19,000 Communities in every 


Alaska 


n countries 


ind from 


So toreig 


{ nion 


ove! 
145,000 
new share owners bought our stock. From 
our Corre sponce nee We know that for Waniy 


of these 
their first stock investment 


the purchase of our shares was 
It is true that a 
sizable number of people have owned our 
tock for many years, but an even greater 


number are relatively new with us. It is an 


interesting fact that on the average, two 


new owners are needed for a net gain of 


One 
These 
oush proud of their investment 
who gets hi 
that one 


small share owners are tremend 
Che anh 
fi t share l 


the 


just as proud ol 


hare a man with 100 shares 
Also, they 
natural ambition to increase their 
Many of them tell us in 
the \ look forw urd to al 
Others are work 


theirs to higher figures. In 


ind probably eventi 
have the 
numbe r of sh ire’ 


the i! 


more 0) 


letters that 
goal of five or ten share 
ing to increase 
spite of this the average number of shares 
per individual holder has not varied much 
It has gone upa share or two during recent 
vears, but not nearly as much as might be 
anticipated from the large amount of con 
vertible debentures issued 
This means that while the existing own 
ers are gradually building up the number 
stream 


of shares they hold, there is a steady 


of small holders coming in at the bottom 


Mary and August Sandquist 


all the Chis 


tine brand-new 


supph ol 


share owners and the ure to build up more 


ownel hip on the part of the existing share 
owners are tremendously inportant to the 
financial health of our 
these people that we 
which i 
growth and deve lopme nt 


COTMpany It is to 
look tor the 


ree ral, dl for our 


must 


mone constantly 


And if ow pre: 


ent hare ownet ire not and 


happy 
friendly toward the their urge to 


mild die and the 


COMMpan 


idd more shares we interest 


ot new investor ould soon dry up 


fue purpose of all share-owner relations 


activities is to build up and 


friendly 


group ol sh irc Ow 


maintain a 
and understanding 
We want each one 
of them to feel that he or she i 
the that he belong 


tical point ot view, we 


COOpt rative 
hier 


a part of 


family | rom a pi if 


need their money 
and We 


want them to be hapy y that they 


have placed it with us and to be ready to 
But asic 


from that, it is important that we have as 


give us more if we should need it 
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Frederika Peace Jenkins 


many triend iS po ible throughout this 
ot out 


Although 


countr 


hare-owner relations usually 


head up to some om person the re pon 


sibility and the credit go much deeper 


Every employee of all the Bell System 


Companie plays an active part in our 
DAL h IS like ly to 
of the busi 


that 


share relation 


have 
me often without ever being aware 


the individual 


owe 


cle iling with the owner 


with whom he or she comes 


in contact are share owners. In this sense 


relations with the owners of a « ompany are 
the day-to-day responsibility of all the of 
ficers and all the employees It is, there 
fore, important that everyone on the pay 
roll should be conscious of the fact that the 


business in whic h he is « ny 


by the 


ive d 1s owned 


share owners, that they are inter 


busine S is runh and 


to know that the 


ested in the way the 
that they are entitled 
management and employees fully appre 
ciate the important part the share owners 


play inh the welfare ol the business. 
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In approaching our share owner re la 
tions job we should realize that most of 
the ‘ people want to he tric nadly 


and CO 


ope rative, and they have a great pride in 
that 


to the mn 


their This mean 


evcry- 
whether 


it is a letter printed material, or a per- 


company 
thing we write or say 
should be 
nearly as po ible the way we 
would write or talk to a friend 
friend 
Share 


onal contact natural and hu- 
man as 
1 respected 
owner relations are really a matter 
of human relations. Since our typi al share 
sell System i 


we think our pre 


owner in the a small investor, 
vram ought to be con 
ducted along lines that will maintain the 
understanding of people in all walks of life. 
Phis emphasizes the value of a plain-speak- 
ing, simple, down-to-earth, person-to-per 
on approach—not talking down to people, 
but trying to meet with them as with the 
neighbor across the street or over the back- 
yard fe nce, 

Also, more of our individual accounts are 
held in the names of women than of men, 
and there is a marked growth in joint ac 


held 


this reason 


counts, most of which seem to be 
be husbands and wives. For 
there is value in trying to talk with our 
owners in a way that will be of interest to 


women. 


CONSIDER for a moment what 


ted in about 


SUPPOSE WI 
the share owners are intere 
in which they have invested 


They are, by 


age Americans just like ourselve 


u ¢ ompany 


their money and large, aver- 
and they 
In the first 


place, they want to know that their in- 


have the same basic interests 
vestment is safe and that the income they 
have counted on is reasonably assured. Of 
course, a company’s regular annual and 
quarterly statements provide the basic 


facts from which each share owner can 
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reat h hi own com lusion and this infor 


mation is enough for many. But when ques 

tions are raised, we should be forthright in 

our re ply We cannot, of course predict the 

future; but we can restate in everyday lan 
re the important facts 

But over 


mid ibove the dollars ind cents 


hare owners also want to feel that the man 
iverment ot the ot high caliber 


© that they can 


COTHPar l 


nd j reputable not only 


rest ea 


that their money is in safe hands 


but also so that they can feel proud of their 


COTMPpany 


incl the peopl in it and of its 


tanding in the community—whether that 


community be some small city or the na 


tion as a whole. It is the job of share-ownet 


relation to interpret the work of telephone 
mien ind vomen to the share owner group 
I don't mean that we should pat ourselv 


On thy bac k 
ind obje ctives 


but we can so state our aims 


that the share owners will 


in their mind 
] 


and 


As part of this, | think it is he Ipful to 


, 
have 


a favorable pi ture ol 
the busines its management 


personalize 


| including 


that 
know ind like 
the fir tstep1 to vet 


telephone people 


top 
owners will fee! 
them. To be 
wequainted 
of the fir 


from us 1 


those in management, so share 


that the 
friend 
One t thing 


tnew share owner 


receive it booklet that picture ; 
te lephon folk On the job all OvVCT the 
countr’ 


Not | mva 


the director 


ro, in our Share Owner Quart 


tated what Til rhit be 


i creed thei obiectives in acting 


is director Along with thi the Quarterh 


included picture ot the 


ketch of each 


favorable re ponse 


director ind a 


| hi 
Later 


with 
both the 


thumb-nail met 


cture ind tha used t 


tatement 
Also, a 


Vore 


ert ement 


ertisement headed “Up from. the 


howed pr tures ol thie pre ide nt 


A 


— 


- 


\ 


! 
arainee ha All 


of the Bell System operating Companies 
telling how each started and progre sed 
A recent Share 
pictures of Mr 
believe 


owners feel closet 


Owners Quarterly carried 
Craigs staff at 195 Broad 
way. | that these made the share 
ind warmer toward the 
company and those they hold re pon ible 
for running it 

Phe 
the product or service 


Phe 
its basic 


ilso interested in 


old by 
tem ha 
to try 
good as possible 
feels that we are 
this end. A 
of our service, thi 
Il believe 


relation 


share OWT ure 


their com 
pany Bell Sy made it one of 
to have it ervice as 
I think that the public 


A orking 


h ire owe! 


very hard toward 
oul are also users 
ittitude on our part ha 

i real effect on our share 


Converse] 


OWT 
when qgul ervice 1s 
not good it ha iti idl crs eflect 


Share Ownel il 0) have i vreat variet 


of other interest is indicated by the que 
al hk iby iff ill 


COMMpany Lhe ( (jue 


tions the uit the ind opera 


tions of the tions are 
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important to the share owners who raise 
thern hould be equally Hn por 


tant to the COT Pan | 


ind the 
i¢ h of these mu t be 


answe red prompth ind fully 


We HAV! 


to meet cnr obli 


VARIOUS MEA? it hand in trving 


rations and the hare own 


in this regard. Our first contact 


with a new share owner is, of Course, im 
portant We in the Bell System, and most 


COTM Pare | hoe lie ve 


letter to ¢ ich one of these new 


other send a “wel 


Core hare 
owners. As you can ippreciate this 


iccounts each vear 


is quite 
from 125 


Our let 


an undertaking, as we 000 
to 200,000 Nev 
ters are from the pre ident and they are 
friendly 
being a personal indi individual letter as is 
with such They 


ure rece ived \A ith nithus basin and many of 


and cordial. Each i is near to 


a | irve numb I 


po ible 


the new hare Owe write 


letters ap 


preciation in return We often answer these 


Ceorge Lamb 


re plic s—and certainly do so if they contain 
any other comments o1 que tions. The wel 
letter also states that we would be 


tions the 


COM 


glad to have any sugye share 
owner might have for improving our serv- 
ices or operations. Many take advantage of 


this and write us. | might mention that in 


asked to 


owners sent to 


our company the pre ident has 


all letters from share 


have 


him so he can read them except those 


dealing with routine matters such as 


stock transfers, sub 


feels that this is well 


change s ot addre SSCS 
scriptions, ete. He 
worth while 
Another effective contact is, of course, 
the annual report. This i 


elf, and I will not take 


a subject in it- 
time to discuss it 
here 

We also send the Share Owners’ Quar- 
terly with each dividend. We try to find 
something of interest in the operations of 
the company to include with the financial 
reports for the quarter. hese Quarterlies 
serve to foster the feeling among the share 
owners that they know what is going on 
From the 


recelve from 


and are part of the undertaking 
large number of letters we 
share owners, it appears that they are 
happy to receive this material 

At about the same time that the pres- 
a booklet 


Business” (al- 


letter goes out 
Your 

and a copy of the latest 
together with the latest 


sent to the new 


ident’s welcome 
entitled “A. T. & T., 
ready mentioned 
annual report 
quarterly statement, are 
share owner. 

The whole objective of this part of the 
program is to make available to the share 
share 


about the 


owner—and particularly the new 


owner—as much information 


busine SS as 1S re asonably possible and ma 
readable and inte resting torm The pur 
pose 1s to have the share owner feel at once 


that he holds an import int place in the 
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company and that we want him to be in- 


formed about its operations and affairs 


So MUCH for the printed or formal material 
The correspondence with share owners 
which goes on every day, constitutes a con 
tinuing vehicle for establishing and main 
Usually, the share 


owner initiates thé corresponde nce. He has 


taining good relations 


something on his mind which he thinks is 
important enough to write the manage 
about. Certainly, he deserves an an 
swer and I think it should be 
that 


ment 
the very best 
be made lo the share 


answer can 


owners, What we say is what the company 
thinks. Our inte rpretation of the company 
is the company to these people, if we are 
convincing 

Skipping for the moment the great ma 
of routine letters about changes of address 
lost certificates, bond conversions, dividend 
checks, etc., letters from share owners deal 
ing with almost every angle of the business 
are received at a substantial rate every day 
of the year. During proxy time their com 
ments—cither those written across the face 
of the proxy or letters sent with the proxy 

become a veritable flood. Our objective is 
to answer each of these letters and com 
ments fully and frankly 


of a pe I onal tour h as 18 possible Bac h one 


and with as much 


is individually answered and I am sure that 
no feeling that he has 
been sent a form letter 


the rec pi nt has 


It has been surprising to me how many 
of these peopl reply to our letters, and 
they always are 
friendly. Ii the 
mere ly a Com lusion of our dis« ussion, we 


On the other hand 


nearly enthusiastic and 


share owner's reply is 


usually do not answer 
if some point is left open or some other 
point is raise d, we always answer 

Betore starting to re ply to a letter, we 


always try to visualize the writer. Very 


Owners of A. 1 





Linda Schmit 


often the letter clear indica- 


1S like Thi makes 


it easier to write a really per onalized 


gives rather 


tions of what he or she 
reply. A significant point about our share 
owners is that a large majority of them in 


tend to hold their stock for the long pull 


I think this should be an important part of 


our te ntal pi ture of the share OWT By 
and large, he is not the “in and out” ty pe 
Many letters are complime ntary to the 
management and on their face re quire no 
answer. However, it is usually wise to an 
swer these 


that we 


- also, so that the writer will know 
apprec iate his thoughtfulness in 
telling us of his confidence in the company 
and his satisfaction with the 

The critical letters are, of course 
They should be = an 
promptly and special care should be given 
to be sure the reply is friendly. If a share 
owner has a firm point of view on a sub 


I doubt if we are often 


management, 
most 


Important. wered 


ject uccessful in 


changing his mind. However, our letter can 
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Tah-wat-is-tah-ker-na-ker 

still be productive by setting forth our 
position in such a way that the share owner 
will see that we are broad-minded, that we 
have substantial reasons for believing or 
we do, and that we are frank and 
We 


had repeated instances where, al 


acting as 
forthright in our discussion with him 
have 
though the share owner stated that he or 
she had not changed his basic view, vet 
the whole tone of his letter was such that 
had a friend by the 


exchange of corre sponden e. 


we kine w we mace 
We have found it advantageous to fol 
low many of these critical letters with a 


per onal visit or telephone call. In tact 


these personal contacts have been most 


productive 
I think that most corporations have not 
gone half far enough with these personal 


calls on share owners. Nothing takes the 


24 


plac eofa friendly face-to-face talk. There 


is no reason why such calls should be 
limited to cases where the share owner is 
critical of something we have done. Every 
personal contact is all to the good—even 
when the share owner is 100 per cent 
friendly in the first place Of course, the 
these 


large size of share-owner families 


days adds tremendously to the work in- 
volved in a program of this sort, but we 
don't need to try to do it all at once. The 
effect of whatever we are able to do will 
be cumulative as the years go by. 

Often the letters from share owners con- 
tain suggestions for improvements in the 
operations of the company o1 complaints 
about something we are doing or the way 
Answering these letters is 
We 


also pass the suggestion or ¢ omplaint on to 


we are doing it 


only meeting our obligation half way 


the proper department of the company for 
study, and for action where action is called 
for. The share owner is told what is being 
done. He has taken the trouble to write be- 
cause he is interested in the welfare of his 
company, and he is entitled to know that 
his thoughts have received careful con 
sideration and that they have been acted 
upon if they have merit 

THE ROUTINE CONTACTS with share owners 
during the year about changes of address, 
lost certifi 


bond conversions 


stock transfers 


div idk nds, 


cates, estates, and other 


similar matters are innumerable. These 


contacts may be by letter, tele phone, or 
pe rsonal call. Again, it is important that we 
be prompt, understanding, and efficient in 
our handling of these matters, even though 
they are not as personal as the general cor- 
respondence. Each of these has its bearing 
on the quality of our share-owner relations, 


espec ially as they run into such large num 


bers. 
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figured that 
handled by our 
| ike Corie 


Own clic 


A year or two a: 
25-000 


Owe ome 
uch case vere 
item alone 
hare ( ich 
orking day. It wa 
during that year, total 
holders 


COTMPar ( ich Veal 


ibout 


,0 O00 ot our 


Veal oie LOW pel \ 


timate dl th it 


ilso « 


contacts with security ind other 


interested in the compan ecuritie by 


mail, tel robe ri ind at the counter, includ 


Wig di idend check proxi annual re 


ports, prospectuse warrants, and securit 


iption and rights transaction 


ibout 10 million 1 quot these 


heure only to indicate the po ible 


lative effect of all of these contact idded 


rether and the Importance of choosin 


t methods of handling each of them 
en in these rather ImMper onal transac 
of real friend hip can be 

igo we had an exchange 

hare owner about the lo 

wk certificates which ended with 
und the darn things, by ac 
ifter the 


that there 


telling my neighbor 


hot butte red ritti 


d social life in the insect 


world. To refute his incoherently « xpress dd 
doubts | with 
crowded bookcase and pic ked out |. Henri 
Fabre's ‘Life of the Fly and there, next to 
the chapter on the bluebottles stuck 
That's a | 


onn) 


stroc dignity to the 


were 
my three lost certificate 

book! | commend it to you You may 
and 


| h ive th 


withdraw the 
All is 


Tit ighbor hi iS 


top transter notice 


what not normal again 


stock, my more respect for 


bugs, and the rum is gone 


Kveryone So many of these 


little 


iS happy 


incidents end in the ime friendly 


pirit 


OWNER RELATIONS must come 
from the very ce pth of us. We must be 
wholeheartedly and must live it 
Lip ervice with no 
Also 
hort cuts, 


C,00D SHAHI 
lieve in it 
sincerity 
there 
It is 


ever day 
behind it is worse than usele 
are no trick 
everybody's job all the time 


times and bad 


We need triend both 


formula no 


during good 


hy ire OWwheTS and 


other ind Ve need thr mi th every Com 


. 


Arthur 


\A illiam / 
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munity. We can make these friends and 
keep them only by having a genuine and 
sincere interest in pe ople and by doing the 
things that reflect such an interest. We, as 
individuals, do not make friends on a short 


Abov e 


all, we don't make friends after we find we 


time basis. Neither can a company 


need them. Neither does a company 
Perhaps it can be said that there are 
special reasons why public service organ 
izations owe it to themselves to de velop 
and maintain the best possible relations 
Not only 
consistent with a good public service job, 


but uitilitic s 


with their share owners is this 


more than most other con 
cerns, have to kee p going to tha public for 
new capital, and with earnings limited by 
regulation we need the utmost understand 
ing of our proble ms and our efforts 


We must never forget that we are trus 


tees—custodians. Not just ¢ ustodians of the 
money share owne»rs have put In our busi 


m but—and possibly almost as important 


custodians of what these million and a 
third share owners think and feel in their 
hearts about business and business men. 
This is a heavy responsibility, and one 
which is with us every minute of the day. 

I believe that a company has character, 
just like an individual, and it is our duty 
to interpret the character of our company 
to its owners 

Our correspondence and other contacts 
with share owners are important in estab- 
lishing a corporate personality. The share 
owner who receives the kind of treatment 
I have been referring to will build up in his 
mind a definite impression of the personal- 
ity of the company and its management. 
And what is equally important, he will talk 
about it to his friends 

Good the 


and 


share-owner relations is of 
greatest importance to our Company 
the responsibility for it rests with us all. It 
is a chall nging job and one full of interest 


and satisfaction 
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A guest editorial 


HELPING 


TO GROW 


Vice President, PERSONNE! 


IF WE SHOULD UNDERTAKE an “Opinion Sur 
vey and ask what are the prin ipal reasons 
could safely 
that in the forefront of the 


for Americas greatness, one 
hazard the gue 
summary of answers would be production 
And production would be used in the sense 
that we have outstripped the rest of the 
ibility to make the 


things of lite and to do it much better than 


world in our material 


anyone ¢ Ise 
We are inclined to take this remarkabl 
pe rformance for granted because we 


have 


grown up with it. But we need to think 


more about it, inasmuch as we are far from 


reaching our limits in what we can and 
mu t produce We need to be aware of how 
in order to 


and better 


we have otten where we are 


continue to do more because 
more and better we shall be re quire d to do 
made has been 


the joint « ffort 


The progress we have 
will 
of two 

] 


auce 


continue to be 


those 


and 


group who directly pro 


goods and services with the work of 


their own hands and minds; and those who 
ind direct 


lo hold oul hi rh pl ice in the fic ld of 
utilization of both 


plan study, design 


produ tion re quire tha 


group but ( pecially of management 


ince a more accelerated pace needs to 


RANDOLPH 


OURSELVES 


MADDOX 


RELATIONS, A. T. & T. CO. 


be maintained in de veloping production 
methods, the cre 


and better 


ition of new machines, 
higher 

And 
ver industry has come to 


Sti h 


cle pe ndent upon th 


maintenance, to insure 


speeds and greater dependability 
now more than « 
recognize that 


will be 


its management 


an accomplishment 
quality of 
how well management 
measures up to its ever increasing re pon 
sibilities. Likewise, to pursue thi 


factor in this production « quation, greater 


human 


attention needs to be paid to developing 
people in industry so that management will 
be fully « ipable of solving the many com 
pl x problems arising from the need for 
greater production 

The Bell System for 


recognized the 


many years has 


importance of continuing 
growth of management people. Some of 
the very first formal training in manage 
ment skills was Bell System, away 
back in the effort has 


been made to limnprove this training, to ex- 


in the 
1920s. Continuous 
tend it and broaden it, so that more 
available 


grow in management ability 


oppor 
tunities are than ever before to 

But these program only le Ip growth 1S 
omething that every per on accomplishe s 
for himself. We 


can be stimulated and en 
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couraged by courses of training and by the 
interest of a good boss, but it is how we 
individually think and act every day that 


makes 


this for us or even plan it for us 


for growth. Nobody can really do 


How 
growth? What are some of the tests that 


CAN WE MEASURE Our personal 
we can use to determine how we are doing? 


One suggestion would be that we try a 
little self-examination by each of us asking 
himself these five questions 
1. Am I doing my job as well as | knou 
how? 
The farmer who refused to buy the book 
was tarming then 
well as he had 


And he didnt want his 


on farming because he 
half as 


stopped growing 


only kre W how 
comfort disturbed by having a book around 
to remind him of it 

Everybody faces a serious temptation to 


settle for a comfortable moderate develop 


ment of his abilities. But there probably is 


no such thing as a plateau of achievement 
in management ability: a person is either 
growing or slipping. It is something that 
every management person nee ds to be con- 
cerned about and on whic h he rit eds con- 
stantly to be testing himself. We all need 
to know where we stand 
2. Do I| take a pe rsonal re sponsibility for 
keeping abre ast of ideas and de velop- 

ments important to broadening me as a 

person and to improving my job? 

We are in an era of ch inge. Not only is 
this change evident in our business, but it 
is taking place rapidly in the total eco- 
nomic, social, and even political climate in 
WwW hic h all business operates lo plan effec- 
tively and decide wisely, we must be aware 


of these changing economic social and 
politic al trends. We must be alert also to 
the problems and needs of our community, 


for each of us has per sonal responsibilities 





Helping Ourselves to Grow 


in that area which, if they are recognized 


ind properly discharged, will likewise be 
helpful in the broadening process 
Am I willing to take necessary business 
risks or do I always play it safe? 
Again | | 


deciding—two ot 
the Major functions of any management job 


pl ning and 


involve taking necessary business risks 
Outstanding leaders in business demon 
trate again that they 
in taking 


risks for the good of the 


OVCT and OvVCT have 


the courage of their convictions 
necessary busine 
ents rprise 

But risk-taking is an uncomfortabl 


Tritic h more 


and 
disturbing proce It j 
tort ble to make i ate 


ven if the 


Con 
decision, when we 
are protected « decision turns out 
to be wrong, or to et up i plan with plenty 
ot sate do this, we 


margin But when we 


are limiting our growth Apparently ace! 
tain amount of uncomfortableness is neces 
iry if we are to grow 
Unwillingne to assume the responsibil 


ity for decisions involving risks not only 
limits our own per onal growth but has 
other more far-reaching and more 
effects. The 
plays it safe limits the growth possibilities 
f all 


ample 


serious 
manages who avoids rm k and 
those who report to him. For ex 
uch a manager cannot delegate re 
pon ibility for any important portions of 
a delegation involves 
making mistakes 
making all 


Such a 


the job Since uch 
the risk of 
He must do everything himself 
the decisions; he must play it safe 


kills initiative 


ubordin ite 


management climate fosters 


discontent, and stifles the growth of all who 


must live in it 


4 In my plannin rand decision-making do 


I de pe nd on my pre-conceive d notions 
ay ram | u ill 
ing to take a research pe int of viewr 


oOpuions my exper nice 


If | have the research point of view, I 


will be looking for opportunities to test my 


ideas, to put them in the laboratory, so to 
speak; I will be willing to d pend on in 
formation, systematically secured, even if 
it is at variance with my pre-conceived no 
tions. This flexibility is one of the most dis 
tinguishing characteristics of the mature 
manager 

5. Am I a good listener? 


listen? 


Am I willing to 


Phe first step in effective communication 
is liste ning. There are three ways of getting 
at the necessary data on which to manage 


Most 


managers probably ire much better read 


reading, observing, and _ listening 
ers and observers than listener 
defined 
and 
It he 
gins with an outward attention and an in 
alertne It includes the habit of 
that help 
person to express both — his 


The good lis 


tener tries to hear everything that is being 


Listening, as used here, can be 


as an attituct 


what they 


toward other pe op 


are att mpting to xpress 


ward 
making constructive 
the other 
thoughts 


re sponse . 


and his feeling 


said, not merely what he « Kpec ts or wants 


to hear. Skill in listening gives the listener 


a better o isp—a better understanding—of 
what other peopl have to tell him. And the 
ability to listen « 


ommunicates something 


ally good 


which is almost univer 


WHILE THESE FIVE QUESTIONS set up some 
important gui post that might be used, it 
is well to remember that to grow 
effort ful cle velopment of 


; that the in 


requires 
And the succee 
management people require 
dividual exert himself—that he help him 
self to bigger things. Furthermore, a 


allow him ( If to 


Ome 


Ore ha aid A man may 


be enlightened on variou point even 


upon matters of ¢ «pedi ney and duty; but 


after all, he must determine his course of 


action for himself.” 





Recent studies show important effect employees have 


on public's attitude toward our business. and 


emphasize factors affecting that relationship 


TELEPHONE EMPLOYEES AND 
PUBLIC RELATIONS 


JOHN W. COGSWELL 


Employee Information Manager, a. T. & T. CO. 


‘A FELLOW was here yesterday to fix the 


phone. I got chatting with him, and it was 
very interesting. | learned quite a bit about 
the telephone. He was certainly sold on his 
job And you know, other workmen, when 
his fel 
low actually asked to borrow a dustpan and 


said he 


they quit—they leave such a mess 
broom. I nearly fell over when he 
wanted to clean up 
The who said that 
have 
she? 
Said another 


customer seems to 


been favorably in ipresse d, doesn't 
‘| know a young girl down 
the street from me who works for the tele 
phone company. She's doing all right, too 
buys herself nice clothes and things. As a 
matter of fact, she’s got my daughter sold 
on going down there to apply for a job 

Comments like these, made by customers 
of ours, are nice to hear, aren't they? But 
how about one like this 

“After listening to Joan « omplain for the 
past six months, I wouldn't want to work 
for the tel phone company | suppose a big 
company like that is okay, but from what 


I hear, it’s not for me. You can have it.” 


Several intensive research studies have 
been made recently aimed at learning more 
about the “anatomy” of customer attitudes: 
u hy people have the attitudes they do 
tow ird our business, and u he re they get 
their ideas and information 

As a result of these studies 
evident the pe rsonal contacts that take 


it is clearly 


place between the public and telephone 
employees are of great importance 

From listening to us or watching us, at 
work 


form their own opinions about the com- 


at home Or around town people 


pany and its services. They begin to think 


of it favorably—or unfavorably. Just about 
everybody in our business is a public rela- 
tions representative An “ambassador” for 
the company. 

So when we hear a youngster say, “I 
wouldn't want to work at the te lephone 
company,” we begin to wonder. What hap- 
pens when telephone company people 
meet the public on and off the job? How 
do employees act as ambassadors? 

Since public opinion is so strongly in- 


fluenced by contacts with employees, we 





Telephone Employees 


Associates 


asked Douglas Williams 


cialists in community and employee rela 


spe 


tions, to see if they could get the answers 
to some of these questions for us. They 
spent considerable time, in three cities, 
talking and visiting with employees and 
relatives, neighbors and ac 


their friends 


quaintances. Some highlights of their re 
port prove both interesting and challeng- 
ing 

To begin with, they re port that judging 
from studies they have made for other in 
dustries, we have an unusual and highly 
favorable climate of public attitude in 
which to operate 

In these cities, most of our subscribers 
approac h their contacts with the company 
and with telephone employees expecting 
they will be satisfied Employees seem to 
be aware of this, and generally find it grat 
ifying to be identified as part of the tele 
phone company Their contacts with the 


public are mo tly pleasant 





Exert 


“Employees j 
Considerable PR Influence. 











and Public Relations 





We Enjoy a Favorable 
: Publ Climate.” 











We Like to Talk 


Most EMPLOYEES are willing to talk about 
their jobs and about the company when 
they from work. While 


probably true to some extent of « mployees 


are away this is 
of any company, the unusually high degree 
of willingness among telephone employees 
is significant. 

For one thing, the telephone is a con 
versation “natural.” It's important. Pe ople 
have frequent experience with it; the “way 
it works” has curiosity value. So, more than 


in most other businesses, tele phone em 


ployee s become aware of the public inter 
est in the company and the instrument, and 
generally like to discuss them 

Sometimes 
about it. For 


que ‘tions over and over again, or when 


facts 


though, they're not so h ippy 
when they are asked the same 
they don't have even the two or three 
to handle the question 
sore thing thes 


orw hye nN 
feel 
bothe rt d 


nec “ary 
the y 
they can't help then they 


are blame d for 
are 


very much, 
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‘Most Employees Willing to talk: 
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Employes dont like to see their com 
pany vet kicked 


go out of their war 


round, It's not that they 
to head off trouble on 
Actually, they very 
seldom take the offensive Palk 


volunteer information 


and most 


‘Strong Disposition to 
Defend Company. 
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ing Contacts” with the public are initiated 


by the other party But just let 


oOmcone he 


CoOrrm publicly criti il ol thie te lephone 


ompany then « mploye es usually jump in 


ind defend the company 


Kinds of Off -the-Johb Contact 


BaAsICALLy, there seem to be five principal 
kind of employee off -the job contacts 
Phese 


COVeT A W ick 


contact oOcceul tre 


l Family 


quently ind intimate range 
| L 








ol subjects about the COTA Pan and about 


the job, and are generally uninhibited 
They are Important because the employee 
and also because the 
lerable 
on the employee and the attitude he brings 


to work Further, the 


influences his family 


family in turn has consi influence 


employe S irriine 
diate family very often becomes important 


us ambassadors for good or bad ith their 
own right 


2 Close Fri nds The ec 


quite frequently and cover a wide range 


mtacts 


occu! 





iv li phi Hi¢ 


ubjects but the re generally 
than those 
Phe \ 


recruiting 


nore 


rarded ind far le 


\ ith the 


intimate 


immediate family carry a 


ot oft influence 0 mplovee 
Casual \equaintances Social contacts 


ith « ual acquaintances or peopl met 
tor the fir 


talk 


t time often lead into tele phone 


but, th pir illy, these contacts tend to 


more uperficial matters than the 


| idently 


mb idor hip i 


much opportunity for 

being lost in 
ontact 

§. Other Employees. Surprise d at this 

one Well just put two te lephon peopl 

else is in’ the 


talking tel 


matter who 
and tha \ I] 
talk 


whe tha r anyor 


ovether Hit) 
vroup soon he 
home The ( and 


! 
iK¢ race 


or not 


occur frequently 
else is present 
Because employees have common 


to discu these 
t uninhibited: Much of 


ob ¢« perience COnVeT i 


tion ire the mo 


the public lmnipre ion of us a a Company 


comes from just overhearing or listening 


tour the I 


to employee talkin 
Ni l thhor 


cont ict 


Surpri ingly enough thi ( 


) 


often than with any of 


occul le 


the other yroup ind usually are not very 


intimate when they do take place 


Poe rneseancuers found that the public 's 


ttitricl ire influenced not only by what 


theyv hear trom « mploves but also by the 


noon erbal irrhpore 1th the \ cert trom 


eeing them at work, at home, or around 


town 
How they dre how they act, the way 


their car how they 


kee p the ir home 


i truck or a car they go about 


kind of cit 


how 
ire noticed. The 
ire, the 


clubs or organizations 


they belong to, thei participation In com 


munity activities, the kind of neighbors 


| mploye es 


and Public Relations 


-—- 


“Non-Verbal Impressions 
pplement.” 


Important 


ire—these thing 


ie Ip form the pub 


impression of them as individuals and 


of the company of which they are repre 
sentatives 

On the less favorable side are 
who make crack 


phone men just sitting round” o1 “taking 


lite Cus 


ibout seeing tele 


tome! 


on the job 


Lmipre rtance of Ji hb Attitude 


WHEN THI 


William peopl tarted their 


interviewing, they oon discovered thes 


couldn't sit down and talk with « mploye es 
ibout contacts they have with the 


vanted to discuss their 


Trine ly 


public Employee 


job ittituicl their reaction to 


COTM PAany i 
tivities, or their feeling about the cities the 
in 


Tritic hj 


fact 


hae mw 


found that 
know 


pe rtaining to the tele phone company i fi 


ire hie I 


employes ure told or about 


less important to their ambassador hip 


than is their basic satisfaction and enjoy 
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‘Attitude ‘Climate Important 
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ment of their job 
the 


To quote directly from 
findings 
How and what employees feel about 
their jobs and the company affects not only 
what they say and do in public but how 
they receive and appraise information from 
the company 
The emphasis is clear; job attitudes are 
pe rhaps the most important factor influen 
ing the character of their role in public 


relations 


More Information Would Help 


Most eEMpLoyees feel ace quate ly informes 
but reveal information needs just the same 
Many say they could use more information 
of specific kinds to help them answer pub 
lic questions and correct public mis-im 
pre SSIONTS 


re marked 


but a well-trained engi 


Someone once Faith can 


move mountains 
neer would use dynamite, ce Spite the extra 
cost.” It is one thing to have faith without 


facts: it is another to be able to have some 
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thing just two or three points—to fall back 
on when a question is raised or a challenge 
issued, Attitudes are perhaps the key to 
whether an employee tries to do a job in 
the company’s behalf; facts are a prime 
determinant in how well he succeeds. 
Some employees say that on specific 
cores they get little or no information, and 
cite requests they get from customers to 
illustrate their point. The people outside 
the company, they say, would like to know 
more about rates, cost of specific equip 
ment, availability of new equipment, avail 
ability of private lines, and other such in- 
formation primarily as it applies to them 
personally. There seems to be a great de- 


mand for information of a local nature. 


What's With Other Di partments? 


ANOTHER poinTr the researchers brought 
out is that many employees feel poorly in- 
formed about departments other than their 
They they would like to know 
about the activitie 


or’ Say 


more s and functions of 


“Could Use More Information 
of Specific Kinds.” 


a 














Tel phone I mployee ) 
‘ “ 
Want to Know More About Other Depts. 


oe WE 














think that 
sin other de partments should know 
his is particularly signif 


lack of interde partmental 


other departments, and “em 
ployee 
more about us 
icant becaus« 
knowledge means that important opportu 


vO 
hs 


nities for positive ambass: 
the board 
sponse to acu tomer! 
know about that 


we 


idorship are 


ing by Every time we say, in re 


S$ que tion “IT wouldn't 
it’s not my de partine nt 
miss a chance to score a plus nour pub 


lic relations 


Some 
Re 


times ( Dont 


mrunication 


ister 


communications to 
reach” them, let 
them to others. Some in 


go through the 


VERY OFTEN 
employe ; fail to 
d on by 


formation, even though we 


company 
alone 
get passe 
communicating it, is 


motions ot never 


really absorbed or understood 
As one ¢ mployee said, “They keep drum 

The 
pany spent so and-so-many million for thi: 
that 


Doesn't mean much to me. I'm just a reg- 


ming those big figures into you com 


and so-and-so-many million for 


and Public Relations 


ular guy—not a company vic president 


They're talking over head 


it!” 


my way ove! 


they re too 
that they cant re 
» told even if they try. 


Some employees say given 


many tacts at one time 


member all they ar 


Re action to Spe ( if Mi thods 
of Communicating 


THe METHODS of transmitting information 

that employees like best seem to work best 

also from the company point of view 
Small two-way meetings seem most ef 


and best liked of the 


munications methods 


formal com 
kor 


comment that 


fective 


mstance, 
illus 


hioOvVvecs 


LiSé d 
he res one ¢ mployee 


trates two of the reasons why em] 
say they pre fer small meetings 


“I like the small 


where you're not afraid to ask que stions or 


meetings best ones 


spe ak your mind. If you don't get the point 
the first time around you can ask, or at least 
somebody will.’ 

Phe real key to the of these 


nec 


small 


"Very Often Communications Fail.” 
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“Small Two-Way Meetings 
Most Effective.” 








mecting however, is the lk 
Tee pted by the 
the ubject has the 


know Ss 


wuithority (or acce to 


per onally 


group 
it) to answer employe questions and if 
hue promot 


tending the 


real participation those at 
meeting will then come away 
feeling that they 


omething 


with the have really 


learned 
W hat Do Wi Learn from Thi Re pe rf 
OuR PUBLIC RELATIONS SITUATION is clistine 
tive, even unique Th company fills a pub 
lic need and is ever prese nt. NMlost people 
hold it in high regard, and are interested 
in it, 
ds have 
through thi tudy. Maybe we 


ol the Ih be lore 


But several ree heen ¢ pressed 


were awake 
but not entirely aware of 
how strongly pe oph feel about them 

1. Importance of job attitudes. There 
are many indications throughout the report 
of the things that influence the 
feel about thei jobs When peopl veta 


lot of satisfaction out of their work, they 


will p ople 
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not only reflect their feelings to outsiders, 
but are more effective workers on the job. 

2. There are strong indications that there 
is much we can do toward keeping our peo 
ple better informed about the work in other 
departments. The Williams people charac- 
terize this as a “surpri ing miss on the part 
of the tel phone company 

3. Very often, information which is con- 
fails to 
Much of it lacks personal interest 


idered important ‘reach” em- 


ployee , 
or involvement for employees Espee ially 


facts and figures, finances broad corporate 


affairs. Some say we give them too many 


facts at once; that they can’t remember all 
they are told 

4. Employees want an opportunity to 
their 


isk questions and expre ideas in 


small, two-way meetings. Information isn't 


really absorbed or understood when it is 
received merely through written material 
or lecture-type meetings in whic h no real 
opportunity to “speak my mind” is pro- 


V ided. 
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We DO NOT WANT to make tl 


mistake 
s from thi 


ol 


di iwih 


tial 


r COCTICI i! COTK lu 1On 


tudy is based 


1til 
on findings 


ol 


involy 


ing three communitic about the 


ame 
| 


vA and characteri 


ection ot the Corl 


How broad! ipplic 


thy re ¢ 


ti 


and Ith only 


Ore 
mtr 


ible 


lifference 


thes 
inn the 


find 


tu ittern 


ve trom om ection of the coun 
try to another? Do those of us who live and 


think 
ict differently in ou public relations 
role? Are the 


work in mayor me tropolit in center 


ind 


uburbs of large citi 


still 


cul 


also 


mother matter 


And do small towns pre 


sent an even different pi ture 


by le irned before 
Cuan reach any general principles 
start ha 


fact stands 


Much remains to we 


But a 


been made, and 


1 one important 
the same job satisfaction 
that reflect il elf on thre job li improved 


results i 


out 


reflected off the 
public relation 
Wi 


b te uprot ( d 


} | 
ire nba idol 


Ith tind 


ot tl Cood 


amba idor 


thing 


hip depend two 


on 
our tee lin y ibout oul job and oul 


having enough information oOo Ww 


ve can 
pe ak with assurance 


demand for 
ls, and 
of milli 


ware 
il ‘ 


even billion dol 


ur re 


i little 


i 


mtinwuou 


xtended dial 


ret ‘ 





“Telephone Statistics of the World,” annual publication 


of the Chief Statistician’s Division, reports on 


det clopment in some 200 separate countries or areas 


GEOGRAPHY AND THE 
WORLD'S ‘TELEPHONES 


, r sry4 
4 4 4a 4 


CHIEF STATISTICIAN S DIVISION 


TELEPHONI 
the 


DEVELOPMENT in any part ot 


world is the result of many factors, not 
the least of which is the geographical loca 
tion of the country. Obviously, tel phi nes 
are to be found with population. But the 
converse is by no means true, for countries 
with large populations do not necessarily 
have high tel phone deve loprne nt. Some 
of the reasons for variation in world tele 
phone distribution are of general interest 

More than half of the 89 million ticle 
phones in the world at the beginning of 
1954 were in the United States, more than 
a quarter in Europe These and other facts 
current issue of “Tele 


the World,” a report 
compiled annually by the Chief Statisti 


are contained in the 


phone Statistics of 


cian’s Division of the American Telephone 
and Tel graph Company. Some 200 coun 
tries or areas are listed, of which only the 
most telephonically important will be men 
tioned here 

Mark Twain said in one of his books 
that all descriptions of scenery had been 


omitted, but that people who liked that 


WRENSHALL 


COMPTROLLER S DEP 7T 


ort of thing could find it in the appendix 
Most of the statistical tables which are pre 
sented in the report have likewise been left 
out of this article, but those who are inter- 
ested in further details may obtain a copy 
of the publication from the Public Rela 


tions Department of the A. T. & T. Co 


North America 


NortH AMERICA was favored by nature in 


its location, climate, and resources. The 
two largest oceans have protect d it, and 
at the same time have brought world trade 
shores the United 
States, Canada, Alaska, Greenland, and the 


Territory of Saint Pierre and Mique lon, it 


to its Consisting olf 


contains 16 per cent of the earth's land 
area, seven per Ce nt of its people and 60 


per cent of its tel phon ; 


more than 50 million telephones at the be 


United States with 


United States, 
ginning of 1954, Was foremost among coun- 


tries of the world with re Spe ct to both the 


actual number of tel phones in service and 
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TELEPHONES IN CONTINENTAL AREAS(!) 


TOTAL TELEPHONES 


PER CENT PER 100 
OF TOTAL POPU 
WORLD LATION 


NUMBER 


NORTH AMERICA 
MIDDLE AMERICA 

TH AMERICA 
EUROPT 


AFRICA 


UNITED STATES 


1) Partly estimated. Stat 


Virtually a nnect 


the number in proportion to population 
available for 
| 


compare (i 


Coin 
three 


te lephone was every 


person on the average, a 


with one for every 28 for the world in gen 


eral, There were eight time is many tele 


phones in service here as there were in the 

world’s 
The 

of the 


econd larue t tem 


20 prin ipal tel phon ubsidiaries 
American Pelephone ind Pelegraph 
( OMPAny tied together by the I ong Line 

Department operated ibout So per cent of 
sin the United States at the 


In addition 


the telephone 


bevinning of there wer 


1954 
sore 5.000 other pris ite compan 


more than two million peopl who either 


; which 
furnished tk lephone CrVvice were 
shared in the owner hip of the country 


industry or were engaged in 
te lephon work. Thirty 
holds had telephone service. Nearly 


lion dollars’ worth of phy ical plant and 


tele phone 
two million house 


15 bil 


equipment stood behind the finest corm 


munications system in the world 


oul metropolitan areas 


iv le phonic ally 


40 


PRIVATELY OPERATED 


NUMBER 


50,372,972 


CONNECTING WITH 
BELL SYSTEM 


AUTOMATIC (DIAL) 


PER CENT PER CENT 
OF TOTAL NUMBER OF TOTAL 
TELS TELS 


PER CENT OF 


NUMBER TOTAL TELS 


39,100,000 50,368,796 109.0(2) 


are among the best equipped The three 
cities of New York, Chicago Detroit 


had, in the aggregate 


and 


more tele phone S 


than any country other than the United 


State The deve lopme nt for the 256 cities 


in the United State vith a population of 


more averaged about sO te le 
Phere 


United 


SO.000 OF 
phones per LOW per on eri hy were 


only ten large citi outside the 
States 
high as 


or more 


with an individual development as 
the average for our cities of 

Good 
confined to our me tropolit in areas 


United 


50,000 
service, however, is by no 
Means 
Felephone development in the 
States outside these metropolitan areas was 
25 per 100 persons Only one other country 
Sweden—had even an over-all develop 
ment as high 
Canada. Canadians used their tele phone ; 
other folk 


pel p* rson 


more often in 1953 than any 


making an average of 411 call 


a compared with Ss for the United States 


oy tor Sweden, 262 for Denmark, 122 for 


) 





Geography and the 
Australia, 81 for Spain, 73 for the United 


Kin rdom ind 
( ill ida 


15 for France 
] 


second-largest country in the 


world, larger than continental Europe has 


a population density of only four 
rile \ 


population is concentrated in an irregular 


per 
square large proportion of the 
coast-to-coast strip just itbove the Canada 
United States border. Natural barriers run 
ind south divick 
the Maritime 
Rockies cut off British Co 


vic 


ning north the country 
torests 
the Atlantic 


lumbia on the P 


isolate Provinces on 
thi 
a rocky region sep 
arates the central portion of ¢ anada into 
the Prairie ind the On 
tario-Que bec section to the east. These ses 


eral concentrations of population have had 


States to the west 


an effect on ce velopment of telephony in 
Canada, for it was only in 1 y20 that regular 
the 


be tween 


the 


interconnection Zones Wa 


established In 1g31 Trans-Canada 
Telephone System, composed of the seven 
tems of the 
through toll traffic 


the 


major te lephone country 
was formed to handle 
and settlement 
such traffic 
With 


in SCTVICE 


between systems tor 
than 


at the 


more million telephone 


he Vining of 1954 Can 
stem ranked third in point oft num 


it} th 


ada s§ 8‘ 


ber of tel phone sas well as number 


in proportion to popul ition. The two larg 


est province Quebec ind Ontario, to 


gether accounted for nearly 


the 


7 pel cent ot 


country telephone Ho per cent of it 
Mt) le 

peo] 

Phe lara 


capital Montreal. America 


t city in Canada is Quebec 
econd larue t 
seaport incl the 


it had 


largest inland port 
IS te lephone for every 100 popula 
thon 


Ne url 


( inada 


loronto 


great indu 


i million pt ople live Ith 
t cits 


econd laree 


ind commercial center on the Great 


Toronto had the great 


tri il 


Lake 


t number of 


World's Telephones 


tel phones and the highest development in 
the country with 44 tek phones per 100 per 
One-fourth of Canada’s total tele 
phone s were located in the two cities of 
Montreal and 


SOnS 


loronto 


Latin Ame rica 


EARLY DEVELOPMENT of tel phony in Latin 
America was number of rea 
Spani h. Portu 


It ili il) 


low, for a 
ons. Colonization by the 
introduced 
and cultures. Its 


from old ¢ 


guese, Germans, and 
languages 
far distant 
market 


South 


a variety of 
countries are tab 


lished 


tation in 


world Internal transpor 
difficult. The 


Amazon drains a large portion of 


but it flows through forest so 


America is 
mighty 
the continent 
dense that parts remain unexplored. ‘Two 
thirds of the continent ji 


the 


inn thee tropi il 


zone where climate is unfavorable to 


human habitation. The population is con 


videly 
Small w 


centrated in area eparated by 
onder that 
low! 


to the 


rugged natural barries 
growth of the tel phone Wil 
Since the « ipit il necessary instal 
lation and maintenance of telephone 
tems was not available in the countries 
it had to be 


tor 


themsel ve obtained from for 


eign mve nited 


Stite 


in Kurope and the | 
Numerous small 
owne! hip vere installed in the principal 
rd 
of the 


tem ot diverse 


town vith little over-all pl inning tow 


\ larve 
total telephone vere lo« 


tandardization proportion 


ited in the metro 


Arne I 


ith vce 


politan rea of most ot the South 


man countri vhile facilitic were 


qu ite in the smaller towns and pra tically 


Picotie rut il rea 


vth haa 


cistent in the 


Pelephone vr micrea ed tppre - 


In the five 
total tele 


ciably in recent years however 


years prior to January J 


Ameri 


1954 
in South 


prone 


i increased by $4 


per cent, a compared 


vith 5 per cent tor 


North America and 34 per cent for Kurope 


4l 
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Chile, all of 


which have made great industrial progress 


Argentina, Uruguay, and 
have the highest tele phone deve loprne nt in 
South Argentina 
many tele phone as all the rest of the con 


attained its millionth tele 


America with about as 
tinent together 
phone during 1953 The total number was 
increased by $7 per cent during the five 
Chile has 


tem for years in spite 


year period referred to above 
had an efficient s) 
of obstacles presente d by the pe uliar con 
figuration of the country. Cuba is served 
well by modern telephone plant as are 
many other individual places. But the over 
all development of Latin America is low as 
that of North 


compared with America 


Kurope and Oceania 


| urope 


Evrore, more deeply penetrated by the 
sea than any other continent, with a pro 
fusion of islands about its coasts formed by 
detached fragments of land 


that it has 


Is SO ope n to 


ocean influences a great many 


rivers of varied types 
The majority of Kurope s 25 million tele 


phone s served the industrialized countries 


of the west 


United Kin rmlom The United Kingdom of 


Great Britain and Northern Ireland, com 


prising several thousand islands rather 


than only two as is generally supposed 


with a population of some fifty million 


any other Kuropean country 


twice as many tel phones as 


Phere 
roughly, one telephone available for every 
About cent of the 
total served Greater 
cities in the U. K 


IM irly 
was, 
eight persons JO per 


London. Four other 
had more than 100,000 
telephones: Birmingham industrial town 
and railway center; Live rpool seaport sit 


uated at the Mersey; Man 
Scot 


estuary of the 


chester, textile center and Glasgow 
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land’s great shipbuilding and _ industrial 
city on the Clyde 

A branch of the General Post Office op 
erates virtually all of the telephones in the 


United Kingdom 


Germany. Germany is an industrial coun- 
try. A remarkable network of waterways, 
navigable far inland for ocean-going ves- 
Sé ls has provided the country Ww ith effic ient 
transportation to the ocean and to world 
trade 

The Federal Republic of Germany, the 
official 


Western Germany 


name of the portion known as 
like the United 
Kingdom, had a population of anproxi- 


fifty million at the 


which 
mately beginning of 
1954 had the second-largest te lephone SYS- 
tem in Europe. There was one tele phone, 
on the average, for every 15 persons. Three 
of the cities of Western Germany had more 
than 100,000 telephones: Frankfort on the 
Main, long a place of trading importance; 
Hamburg, seaport and shipbuilding center; 
and Munich, center of graphic arts. 

The Democratic Republic of Germany, 


which is the name given to the Eastern or 


Soviet Zone, has not reported telephone 


data, nor has the Soviet Zone of Berlin. 
France Fran e's coast lime S Vive access to 


busy trade routes, and her land borders 
connect her with populous countries. Many 
watercourses provide excellent irrigation 
power! and internal communication A|- 
though the country is largely, agri ultural 
important manufacturing cities are located 
on the principal rivers. It is in these towns 
that most of the tele phone s are found 

The 2,800,000 tele phone sin service at the 
beginning of 1954 placed France's system 
third among those of Europe with respect 
to size. More than one-fourth of the coun 


trys telephones were in Paris. Lyon had 





Geography and, the World's Telephones 


PRINCIPAL COUNTRIES HAVING MORE THAN 15 TELEPHONES PER 100 POPULATION 


n the relative standing of the ver that for the previous year weden has ranked second 


with respect to telephor e the begir 


NEW ZEALAN 


OUNTRIES REPORTING MORE THAN ONE MILLION TELEPHONES IN SERVICE 


AUSTRALIA 


WITZERLANE 


March 31, 1954 includes the isle of Man, but 


sne 30, 1953 not the Channel Isiands 


the next-largest system, while the network handic ip inherent in mountainous rock, 


vin the ( iport town ot Mar eille oil lo ited in northern latituck ind have 


ranked third in 174 The tele phon ol placed themselve im thee mguard of the 


France are operated by the government te lephone industry as well as of many other 


through the Administration of Posts, Tei fields of endeavor 


rraph ind Pelephone 


Swepen. with 28 tele phon pel LOO per 


Switzerland. Switzerland, a land-locked re on again ranked second only to the 


public prosperous and beautiful ibout United State im te lephon development 


twice the ize ot New Jer ey, is highly in Denmark and Norwa were ilso 
] | 


dustrialized producin watche precision the 15 countries of the world having a den 


none 
trument machine tool and textile ity of more than 1 , te le phone per LOO 
Ye t most Swi li ei sin ill towns or in the popul ition 

country, because the industry is so decen Stockholm had 


had a higher tele phone den 
tralized. The five citic vhich had mor ity than any other large city outside the 


than 100,000 population wccounted for 20 United State Sweden econd-highest 


pe r cent of the countr people fO per Ce nt concentration of tele phon was in Gote 


oft its te le phone Zurich thy creat banking borg the countrs rreatest port Metal 


by tar Switzerland largest cit vorking industri producing world fa 


had 1h pel cent ot th nation 1, 100,000 mou Swedi h teel product lumber mill 


ry? 


pricotie on the Baltic manulacture ot fore t prod 


uct in Linkoping ill ere ite i demand for 


andinavian ( ountrve air people ot the Sweden te lephone el 


Scandinavian Peninsula have overcome the The Swedish Telecommunication Ad 
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ministration operate virtually all of the 


countrys telephone 

vith few raw 
most of its arabk 
land and ha pl inted it in grain for feeding 
live-stock. Proce 
quality dairy product has become the most 


DENMARK i srmall country 


materials, has made the 
in? ind ( xporting high 


bnportant indy tr ( cope nha re’ the ( ip 


ital, famous for craftsman hip in porcelain 


and silver, contains nearly half of Den 


mark S20) 000 telephone 


Norway is the most electrified country on 


earth, for it rivers with 1 ipid ind 


meatiy 
watertall provide an 
Klectrochemic 


fishing and fish 


ibundances ot che ip 
electri powe! il industries 
in © lo ind Prondhe itt 


processing, are major industries contribut 
ing to Norway 


ment. Oslo politic illy and economically 


the « ipital of Norway, located in the most 


high te le phone cle ve lop 


fertile part of the country, had one-fourth 


ol Norway Ss 1) (nM) te le phone Ss The sco¢ 


> 


ond-largest system served Bergen, an im 


portant fish hipping center 


Africa 


THe | Souru Arnica, the conti 


NION OF 


nents southern-most country, contains 
more than half of Africa's telephones 
mall 
iwccount for about one 
Africas 
many tel 
Colorado 


substantial 


and 
alon v 


third 


the comparatively countries 
the north coast 
ot the total Thi Tt t ot 


patise Is 


vast ex 
served by about as 
as there are in Denver 
Africa ha 
World War Il 


many tel phon , 


phon s 
Industry in rac 


progress Sinmcs Phere are 


three times as as there 


were in 1940 


(Asia 


AstA CONTAINS more than half of the worl 


peopl and one-third of the world’s land 
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irea. It has every variety of climate and 


every type of vegetation. It has more ethnic 
ypes than any other continent. It was the 
birthplace of the great religions and the 
cradk Yet it ha 


low to adopt the advantage 


of civilization been very 
of industrial 
ization 

Asia had some 3.7 million tele phones at 
the beginning of 1954, seventy per cent of 
vhich were concentrated in | ipan, a coun 
try a little smaller than the State of Cali 


fornia. China’s system was the second larg 
est of 
those 

Japan and Israel had the 


vith three te lephone Ss 


the continent, followed in size by 
erving India and Turkey 

highest de 
velopment in Asia 


per 100 population each 


Occana 


irea containing 


~ 


OcraNta is a geographical 
many thousands of islands, extending from 
st to Easter Island in 
from Ne W Zi iland 


Island in the north. 


Australia on the we 
and in the 


outh to Midway 


the east 


Australia whi h for SOTTM purposes IS it- 


self considered a continent, roughly the 


United State had 70 per 
New Zealand 


COMMPOse d ot two large isl ind and several 


ame size as the 


cent of Oceania’s tele phon 


mall ones, had 20 pe cent of the area’s 


tele phone s. The raising of livestock is the 
principal industry in both countries. Con- 
trolled immigration has resulted in homo 
geneous population with fewer extremes 


evenly distributed as be- 


of wealth than in most countries 


phone S are more 
tween urban and rural areas than is gen 
erally the case. Sixteen and 22 tele phon s 
per 100 of the popul ition for Australia and 
New Zealand respectively place these 


countries among the best deve lope d in the 


two 


world, from a tel phone t indpoint 





PORTRATT OF 


ARTHUR E. 


PHoroci APILY pla in increasing! 


portant part in busine literature of all 


kinds, as well as in the new papers und pr 


Ameri ill ire Acct tomed 
tand ind to which the y 
million. In both the in 


mmercial field quality has 


dicals which 
to find on new 
ubseribe by the 
dustrial and c 
improved is greatly as quantity has in 
hand we 


I iph 


creased and on eCVCry observe 


truly « 
This is true 


ct Ihe nt photog 


throughout the Bell System 


and nowhere are finer industrial 
pictures to be found than in the 
publi hed by the Syst 
month thei 


trate the activitie 


ot course 
magazines 
m companies Kach 
to illus 


editors use 


: ot the 


pictures 
and women 
in the 

Bell 
tern Electric Com 


men 
who work in the tel phon business 
ope! iting 


I abor itor 


te le phone 


ith the We 


COM pan S In 


ATIONS DEEPA 


AN INDUSTRY 


STRINGER 


KRIEMENT Be 2 


| iti i bie eure workin picture nots ilon 
of them are notable 


al ol the 


photo 


for their beautiful portray 


ry iph yet mans 
cene 
( ich repre ents 

Last year 131 of these photograph 
assembled in what was termed the “Por 
Industry Phe elected 


were 
trait of an were 
kcellence as exhibi 

to tell 
s ancl the 


not so much tor their « 


tion print is because each help 
bu 1th 


When hown itt 


thr tory ol th te le phone 
peopl who work in it 
New York the 


that 


o favorably received 


Wore 


iwrangements are being made to show 


them elsewhere 


Obviously, the comple te exhibit has no 


place here. But these dozen pages can give 


some of the flavor of the photo 


Traits 


graph which constitute the original “Por 


trait of an Industry 
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The trend in magazine photography is to make a wari 
ety of exposures of the same scene. This practice stems 
from the improvements in small cameras and film in 


recent years. It costs no more, yet it allows the editor 


considerable latitude in selecting the picture he will 


use. This series, of retired telephone people in Florida, 
by Jay B. Leviton, Atlanta, illustrates a case in point 














The country’s outstanding radio program of fine music 


continues to create in the minds of wuts hearers a tradition 


Of CXC llence and a per onality of warm fru ndliness 


“TELEPHONE HOUR? STARTS 
ITS SIXTEENTH 


YEAR 


WILLIAM E. HAESCHE, JR. 
Radio-Television Advertising Supervisor, PUBLIC RELATIONS 


DEPARTMENT Fe re woah | 


that settle 


hand at the conductor 


ite hy hie | | ie the 


other 
ind twenty violin 

anitie Ipation 
vledge that some 


hrench 


pet three 


horn 
out to h ippen 


trom 
Hlrite 
ie | ther ol 


harp bass 
You « 


ish horn, tuba 
it cel in 
ot the peopl in the 


ThE tinpant 
un the letter re 
ill acro 


the land 
other 


Voor 
ile rit coor 


ign lang 


hit 


Wave 


nount of 


: 
thy program 
it 


ing them precise] 
rise mato 


2 
' t; 
I 


pitie 0 clock 
xeration ot pe riect 


) irs of ¢ 
ind traini 


Voorhes 


pol ed hand 


cl itting 


ol 
ira the 


perience 
i 


master musician, the 
econd hand perfectionist who every purpose during 
Magill point these minute interpret a truthfully 








Outside Carnevie Hall 


as possible the musical literature as written 


by the composers Yet he is limited by the 
patte rn of air time which demands that the 
words and music always total to the num 


ber of minutes purchased by the adver 


tiser: 3.10 minutes of Intermezzo; .o5 min 


utes of applause s of interlude 
of Ballatella 
etc. His skill in 
matched only by his coordinate 
trol booth Phere 


the stop watch to know when an 


$5 rinmiute 
3.55 minutes 2.01 minutes of 


commercial timing is 
in the con 
the produces hardly 
need 
irtist is deliberately dragging the notes for 
dramatic emphasis, or when the applause 
is too heavy for a tight show 

For 15 years now—ever since April of 
1940—the Telephone Hour has been a reg 


ular, welcome visitor in countless homes 


throughout America. Through these years 


the program has presented the finest music, 


superbly played and the talents of the 


world’s greatest vocalists and instrumet 


talists. And for 15 years now, the Tel 


55 


on a Monday evening 


phone Hour has been working steadily 
week after week, at the highly important 
job of making friends for the Bell tele 


phone compantes 


\ SMALL MEASURE of its success in this field 
letters which have 
the 


They say 


are the thousands of 
been received from people all over 
country and in all walks of life 
virtually the same thing, in a thousand dif 
The 
I lephone Hour is one of the finest pro 
We are grateful to the 


telephone company for giving it to us.” 


\ student 


ferent ways— The music is wonderful 


grams on the air 


from Texas writes, for ex- 


ample to say he awaits tickets to the broad- 


cast so he can plan his entire vacation 
ible to visit the 
Hall. 


write from a 


iround the time he will be 
Pel phone Hour at Carnegi 

A rancher and his wife 
desolate point in the hills of Wyoming and 
state how much they look forward to the 
Monday night 


program every They en- 





“Te lephone Hour” Starts Its Sixteenth Year 


close a snapshot of themselves and a moose 
posed in front of their mountain cabin 

A telephone company business office 
supervisor from Ontario says she never ac 
cepts an invitation on Monday night be 
cause she doesnt want to miss thi pro 
gram. “I even enjoy the commercial he 
interesting and so 
ind full of helpful 


for better te lephone 


writes. “They are ver 


tastefully presente d 
hints ervice. As an 
employee of the Bell Tele phone Company 
of Canada, I may be slightly 
“but | have heard many non-Bell 
friends say the same When hie 


“do you peopl CVel have holid ivsr 


pr juclic i d 
she Sa\ 


thing 


Your 
long yeal 
Many 
and music te 
Hour is 
music classe 
Music te 
tally, are often rapt listeners at ¢ 

Hall rehearsal 
One 


broadcast eem to go on all year 
iter year 
from music students 


ichers for the 


letters are 
Pelephone 
required listening in numerous 
throughout the United State 
ichers and their students, inciden 
irtieUle 
thing about the fan mail is partic 


ularly significant and i perhap an im 


portant measure of the program worth 
The letters invari ibl how 
are more than just thankful for the enter 
d. Again | 


ind AVA 


that the writer 


tainment rece lye peo 


rrateful 
for the 


ple write in to vy how deeply 
they are te lephone 


kind of program that it i 


to the 


COTTA 
i 


As THE PROGRAM begins it ixteenth year 


ot broadca ting it 1 contronted vith the 


till-vrowing impact of te levision as a com 


petitor tor it nation vic sdience In 
ipp imately . 


1 30.000 TV 


ana 


1946 there were }, GOO, 000 


radio home home Ith thr 


country. During the period from 1945 to 


1955 the number of radio homes increased 


by more than 13 million to an estimated 


creased toa te 


500,000 while TV homes inh 


ital of 


total of 47 
§2 O00 O00 


Televi hones phenomenal development 


has had the effect of decreasing the size of 
radio s 


audience. During the five-ve ir pe 


riod from 1950 to 1954, radio set 


00 P.M 


tuned in 
trom g:00 to 1 declined ce per 


cent, v 


hereas television set tuned in in 


crea ed 220) > r ct nt 
Available rating 


that today the 


information indicates 


Pelephon Hour 
ibout the same ize as it 


> audi nee 


Thi bye just Was 


when it w tarted in 1G40 Dh 


program 


reached its largest tudience in 1g50 with 


an average of li fening 


about 


ot) 4,000 t irmilic > 


per broadcast. It ha declined to 


1,539,000 I irnilic Sin 


that the iveTacve 


you consider 


1954. II 
listening familh 


sist of twe then our total 
could be estimated at 
SOO. 000 people And if 
veck the 


different fam 


or three pel on 
listening audience 
than 


rhiore 


look 


vou 


cl t period of four 
that 3,500,006 


timated 5,750,000 individuals, 


Lone or more of the program 


Opinion differ i to thy 


rmcuracy of 
| 


(il) thiddenes Mica 


urement however, 


he ise ot the tremendou 


ind of 


ind other out-of-home listening 


ICrCAsE in 


multi-set radio horn iitomobile 
Currently 
there are about 28.S00.000 Car vith radios 


) if 
V¢ uld 


Wie ured it 


total size of 


Curl idio li tening Va 


idd substantially to the 


onducted in 


( ( 


| 


July 1454 tutomobile radio li 


tene! i m™ dd a much a 24 per cent 


to tha in-horne ruidience ol the uveraye 
evening half hous program 
It ij 


phone Hour has resisted the 


Pele 


inroads of 


Interest note that the 


than the ivceTaVve ¢ 


tele ion better 
eek radi ) p! 
ill radio 


voning 
Once i-W ram 


ver cent ol tuned in during the 
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Re hear al DD nalad \ iM 


0 P.M. (EST) period on Mon 


Hour 


i hare ‘) 


tuned to lelephone 


1.6 per cent 


Wirn rHeE BULK of A ociated ¢ OOTPEP AED id 


ertising now being used to back up thei 


merchandi Ith effort it 


Lele phon Hour ¢ 


ec moportant 
: 


that the Ontinue vith it 


primary mission of institutional me TL 


the \ ilune oft a strong te lephone tem tha 


value ot count citizen hip by) te lephone 


i? opl the value of service and the value 


ot res irch 


During the 12 months the Tel 


past 
phon Hour also has done its part to sup 


port the merchandising programs ind cur 


rently about 40 per cent of the commercials 


6o 


ire cle oted to the promotion { long di 


tance idditional te lephone compl te 


tor the home, and other sales item 


ippropriate 


Over the year ‘ idk 


on Tel 
ld that 


phon Hour commercia told u 


the varm, human, friend] tlistic and 


ipproach ¢ inns t reat deal in 


dl midience ittent I by 1 


ibility 
ind remembrance of our stor We have 
most effec 
of tele 


elt-interest 


learned that our messave ire 
tive when they describe the valu 


phone ervice in terms of the 


of the listene1 

Che stories heard on the Telephone Hour 
will continue to reflect a quality which sets 
them apart from ordinary radio advertis 
vritten in 


mY They will continue to be 








“Telephone Hour 


it ith Tom Shirl: you ho 


the anne 


term yp] hose who provide the 
We know that 
facts of 
most cred 
the 


tor 


who it 


ervice 


true stor umented with the 


vhere have the 


incidents from 
po ible 
yp by 
and idadre 


with 


vherevet our 


ies identify telephone per name and 


I 
te lephone USC! hy 


Phitiie 


Durni th r month 
Hour will conti: 


ing artist 


the Telephone 
to feature the outstand 
i fe Lily 
re London, Robert 
Kileen Far 
Sullivan 
Grant 

The 


to name 


itti 


li Brian 


Michael rl ticiiie Amara 
Johanne i Barbara Cibson 


sca%re h for new tale nt will Yo on md 


comers to the 7 elephone Hour may be ex- 


Starts Its Sixteenth 


Year 








handle 


uncer 


the commere al ind Fi yd Mac k 


pected to make their debuts during the 
New Ameri 


Vie wed and tha 


eason in music will be re- 
outstanding American 
vork pre ented 
the fine 
the world 


Ith vcle ol 


COMpose! will have 


thei 
on the program a well a 
from the ma terpicces of 
We know from test 
that there should be 
bet heavy ind “li 
Several years ago 


COoOrcS 


our pro 


bal 


Grams i propel 


ance veocti hit 


certain move vere made 


ith the direction of lightening the content 


fram in order to gain more listen 


of the pr 


Our resceare hw immed u howeve! that 


ible to go too far in the 
the how 


mig 
it might be po 
ot 
distinctivene a i 


| | 
oda 
tain 


way 


popularizing ind lose our 


| 


Tite rritisihe program 


our progran i designed to enter 
the 


rather than 


musi At 


Ih yorit 


those interested only 


MTIOCUS 
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the tire Wie fee] We hould by 


comproml mv’ im our objective ot pre ent 


and the 


ani un 


ing the finest music leading artists 
of our time 
The professional people associated with 
the Tel phone Hour are dedicated to the 
task of creating the best musical program 
Donald Voorhees ha with 
it started 15 ye 


ith the 
it wa 


on the been 
the program 
Many of the musici 
have been with it 
Wallace Ma 
producer for more 
Mack was the 
music Commentator and 
this Pom Shirley, known a 
of the Bell System, has been with the pro 


alr 


ice irs ago 


in orchestra 


ree first organ 


rill ha 


than 13 ye 


shov Ss 
Floyd 
Hour 


till continues i 


ized been the 
irs 
original Telephone 
n 
the 


role Voice 


gram continuously since the spring of 1942 


4 
SOME TWEEN 


Hour began, the Bell System had plone red 


ry YEARS before the Pelephone 


in radio broadcasting by launching the ex- 
perimental Station WEAI New York. 


And then we had gone on to provide the 


which bring all nation 
into the Ameri 
tarted the 


inter-city network 
| 


So Ww hye 1h We 


wick I prog ith in 


hore Pelephone 
Hour in April of 1940, We W iunted our pro 
the be and to hold 


entertainment standards that the 


gram to have t musi 


high the 


radio industry triving to maintain 


We also hope al that « njoyment of the pro 


Wials 


gram would establish another link between 


us who provid te lephone service and 


those 
An enterprise like the 


whom we crve 
tell System needs 


the support of all the people and this de- 


pe nds on having their confidence and un- 


cle rstanding We need to be thought of as 


AG 
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i progressive business devoted to the pub 
lic service, a good place to work, and one 
that will administer wisely the savings of 
those who invest in it 
thought of must truly be that kind of 
We 
and our doings be known 

And so, each Monday 
told a brief 


going on in the 


Of course, to be so 
we 


business must then also let our aims 


for 
tory about something 


Bell Sy 


15 years we 
have 
tem—some story 
that would be in kee ping with the program 
at would add to the 


understanding of what we 


and the same time 


are and what 
we stand for 

Just as we do with each of our advertis- 
ing media, we must keep our use of radic 


As it 


begins its sixteenth year, the Pelephone 


advertising under constant review 


Hour still seems to be doing a good job for 
all of us in the Bell System 

It is the type of program that creates ap- 
preciation gratitude, and good will 


ability to 


apart 
information 
In thou- 
sands of homes, listening to the program 1s 


still a family ritual 


from its transmit 


through commercial messages 
and writers of fan let 
ters show a strong sense of proprietorship 
It is probably more effective than most 
other types of radio programs in reaching 
leaders Its 


chools and by music teachers builds pres- 


community acceptance in 


tige for the Bell System with young peo- 
pl And it continues to give the Bell Sys- 


tem a “voice” and provides elements of 
friendliness, warmth, and personal contact 
at a 
makes 


those traditional human qualities of our 


time when growing mechanization 


it more than ever important that 


service be made evident at every Oppo! 


tunity 
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of the company it the 


ownel 


horn of plent 
atop i radio rela 
on the Dallas-Jach 
being built. This unit 


lector 


copia or 
Ferrell 
on microwave route 
named the he 
| 


wcommodate 


antenna 


than the ve bec iuse itl 


| 
‘ vith three 
of wave lengths 
cree ind ben iuse it hance le S 
ind horizontally 


pol rized 


only increases the capacity of 


radio tem but help reduce certain types 

of interterence The m ibout 20 feet 
in length i throat of abou 
inches at the width of 
feet at the t Its transmitting 
mouth ha irea of ab 
| 


is covered 


unit t 

extending from ; 

bott mm to a sore 10 
ind receiving 

mut 65 square feet und 

1 plastic material enclosed in a 

metal fran 

A new ty pe of wave guide to carry the 
round le 


been ity wlune ‘ dl 


between 


vel and tower top ha 
vith the new antenna 
than rectangular in cross 


in twice the 


circular rather 
irea of the ex 


makes for | SS 


more th 
| 


ve puce ind henes 


transmission lo 
RADIOTELEPHONE service between the United 
States and Ascen m Island. a British posses 
sion off Africa in the south central Atlantic 
was ope ned on March 15. During World War 
Il, Ascension Island was an important fue lin 
With this 


ret he S 


ig 
Bell System over- 
and ter- 


pot iddition 


seas service 106 countnes 


ritories 


A NEW portabl 
braaraclle times as 
versations over a single cable as could com 
par ible World War Il and Korea systems, has 
been developed for the | S. Army Signal 
Corps by the I rhis system pro 


twelve simultaneous « 


military tel phone S\ 
three 


stem, 


which ( nN many con 


iboratories 
vides tor onversations, 
and can be u ed tor di tances up to two hun 


dred Another 


four simultaneous conversations at 


miles tem can be used for 
distances 
up toa hundred miles. Several of these wire 

tems linked together can form a communi 


They 


may also be operated in conjunction with a 


cation system of about a thousand miles 


military radio relay system deve loped at Bell 


Laboratories. 
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Bett System, through Bell Telephone 


Laboratories, is participating in a cooperative 

od pole research pl 
it the United State I 
tory under a fund ec 
uy plier ind treater } vO 
is being spon ored b I Ar 
ting Materials, a 


For Te 
establishment of 


Tht 


ram being carried out 

t Products Labora- 
uted by pt le users, 
veal pro 
nerican Society 
directed toward 
lata on the strength 
of full ized pole proving re 


and d mina the 


fram 


CCUT 
quirements tor 
effect of 
the iccepted preservation O ; on the 
strength of full-sized pole 


specification 


Pie ( 
pomtme nt of the 


S. Arm Force recent] 
sel] Svstern 


inn yunced ap- 
manufacturing 
and supply unit, Western Electric ( ompany, 
contractor for construction of a Dis- 
irly Warning radar line across the North 
Arctic Circle. 
Electric undertook 
yperation of the 


i DEW line 


iS prime 
tant | 
American continent within the 
In October 1953, Wester 
construction and test 
periment il units of 
Island area in Alaska 
The projected DEW-line radar network is 
to Defense Com- 
mand Centers in Canada and the U. § 
seconds after 


first ex- 


in the Barter 


lesigned to furnish warnin 


| 
within 
unidentified aircraft come 


| rilike World WW il Il 
mstant 


into 
range radar, 
attention of human 


DEW 


equipment has certain automatic features so 


vhich required { 


observers, the 


specially ce ! ned line 


that far fewer persons are required for its 


ope! ition than would otherwise be necessary. 


PACKAGED in one of the most unique contain 
ers eve! developed by Western Electric pack- 
aging engineers, the first repeater for the 
trans-Atlantic submarine telephone cable was 
recently shipped overseas from Western Elec- 
tric’s Hillside shop in New Jersey 

Constructed of aluminum, the package 
35 feet over all, being a long, slender 
6-foot-high 

Phe whole thing 


reminded observers of the rudder 


measured 
LO-iti h high box h iving a semi 
circular structure at each end 
assembly of 
some strange aircraft 
Attached to the re peater 


in the slender part of the container, are 


which is encased 
stub 
lengths of cable for splicing into the trans 
Atlantic cable itself. The cable stubs are coiled 
inside the either 


semi-circular structures at 


end. Ready for shipping, the package weighs 


iz 50 lbs 
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Relation Department vith the title of 
yee information manager and the as 
nment of programming and coordinat 
ing employee information activiti He 
jour d the New York Tel phon ( ompany 
In 1991 ind served a representative ind 
iS manager in several communitic in the 
Long Island Area until 1944. In that year 
he moved to the Upstate Area, where he 
held posts as district manager in Utica and 
Buffalo until becoming division manager 
in the latter city in 1949—the office he left 
\. T. & T. three years later. The 
present i Mr. Cogswell econd contribu 
tion to this Macazine. His “Providing Em 
plo ces with Information They Want ip 


p> ired in the issue for Autumn 195°3 


(GEOGRAPHY AND THE Worups ‘Tews 
PHONES 1S EvizapetH WRENSHALL'S sixth 
imnual contribution to this MAGAZINE on 
matters statistical. A teacher in schools 
abroad before World War II, a translator 
for censor hip iuthorities during that 


trugele ind a member of A. T. & T.’s 


Headquarters group since 1945 he find 


her facility with foreign tongues a real 
isset in gathering and compiling data 


which she uses in her daily activitic 


\ CONTRIBUTION to this issue in the form 
of pictures is a “natural” for Arnruurn E 
STRINGEI ince he has been responsible 
for the photographie ervice of the A. 7 
& T. Co's Public Relation Department. He 
joined The Ohio Bell Telephone Company 
in 1949, and garnered « perience a i diree 
tory salesman, in the Traffic De partment 
ind in the Public Relation Department 
before coming to A. T. & 7 in 1953. As of 


May 1 1955 \ \ hie become film dis 
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ment until the summer of 1952, when he 


joined A. T.& T.’s Public Relation Depart- 


ment a 


About a 


information 


later 


public tipervisor. 


he | ( 


relation supervisor working with the Sys 


year ustomer 
tem publication Current 
and with the Public 
Exchange Program 
verti 


ha 


sion idve rti im’ 


Developments 
Relations Information 
He shifted to the ad 
August ol and 


with radio 


ing section in 1954 


ind tele 
that time 


been al ociated 


ictivithe 


ice 
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sell remind us that out of the telephone 
le phone communicat of the future 


that 


true will make life better and 














Ayain teley hone men and women showed in many ways that 


they have the interests of their communities and neighbors 


deeply at heart. Thirty-six employees were awarded Theodore 


N. Vail Medals for noteworthy acts of public service. Man 
thousands teamed together to meet the challenge of the hurri 
canes. Emergencies bring out the spirit of service in dramatic 
fashion, but the desire to serve in a friendly and willing spirit 
is fundamental in every day's work. Last year the new oppor 
tunities to render our customers a more com| lete service. and 
to anti I ate their wishes brought new satisfaction to the job 

As the System grows our responsibilities in each community 
increase accordingly. And as always, they touch each other at 
many points, for bringing peo} le and communities together 1s 
the essence of our service and the Way We perform in one place 


affects performance in all. With this in mind, the companies are 


working closely together on broad programs ot executive devel 


opment as well as other phases ot Management and vow ational 


training I he success of the business requires that w 10 
utmost in the community's behalf: we shall rely gain in that 


accomplishment as we are able to grow in outlook and stature 











